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Common Sense 


HERE are too many people now planning to go into 

the business of distributing electrical appliances—too 

many for the good of the business; and too many from 
the standpoint of their own good—and not only too many, 
but too soon. 

A new venture into appliance retailing during the many 
months and perhaps years before full production is achieved, 
is bound for certain loss. All the forces of publicity have 
operated to over-emphasize and over-glamorize this business. 
Survey after survey has indicated the vast waiting market to 
be seized with the maximum of eagerness on the part of the 
buyer and the minimum of activity on the part of the seller. 
Overglamorized, also, has been the character of post-war prod- 
ucts. Marvels of novelty and design and revolutionary 
wonders in operation have been promised, none of which can 
be carried out. There is a threat in this which one electrical 
association has recognized and taken the first. step to meet. 

The Bureau of Radio and Electrical Appliances of San 
Diego County, San Diego, Calif., has just published a booklet 
which takes the future of appliance retailing out of the air 
and brings it down to the common ground. This booklet bears 
the titlk—‘‘A Guide for Returning Service Personnel and 
Others Who May Be Planning to Establish Retail Appliance 
Stores in San Diego County.” 

It seems that in this community upwards of four hundred 
persons not now in the appliance business have expressed the 
intention of opening appliance stores in San Diego County as 
soon as conditions permit. There is no way of knowing 
whether or not this is typical of other areas in the United 
States. It is probably higher than average due to the fact 
that hundreds of thousands of service men and others have 
felt the attraction of living in Southern California, and want 
to settle there and open their own businesses after the war. 
There must be many other communities, however, where serv- 
ice men will want to own their own business and where the 
appliance business seems to offer an immense attraction. This 
booklet, therefore, is written as a warning addressed to such 
persons, pointing out the limitations of the market and the 
fact that it is fully served now and will admit of only moderate 
expansion, and that inexperience in this or any other field 
invites loss. 

The striking thing about this pamphlet is its moderate 
tone. It is not a surly dog-in-the-manger claim of the right 
of existing dealers to all future business. It expresses in 
reasonable terms a warning that the amount of business cannot 
expand enough to take care of hundreds of new retail enter- 
prises, and that the limited supply of goods which will be 
available for many months after manufacturing is resumed 
will make any new venture in appliance retailing hazardous. 
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On Dealerships 


iG oes no figures are given in this pamphlet on 
post-war prospects, it is instructive to turn to the figures 
reported from San Diego County and printed in Janu- 
ary 1945 ELectricAL MERCHANDISING. Dealer mortality has 
been negligible. The number reported from this county as of 
December last was 165 dealers. There are 108,300 wired 
homes in the area which gives an average of 656 families per 
dealer. This would not seem a very large number to be served 
in order to maintain a healthy basis for a retail and service 
business. Now, if we dilute this with 400 additional, we would 
come down to 192 families per dealer—obviously a starvation 
base. 

From this calculation we see how sound the basis is for con- 
siderable apprehension among electrical appliance men in San 
Diego when threatened by an influx of hundreds of new retail 
enterprises. There must be a reckless optimism existing among 
these new people. In the booklet there is a statement that 
actually several instances have been called to the attention 
of the association where persons have bought property or 
agreed to buy or lease, before concluding arrangements for 
franchises with appliance distributors or manufacturers repre- 
sentatives, 


ECAUSE the San Diego Association has been first to 

formally recognize and deal with this situation does 
not mean that it is the only section in the country where 
it exists. Far from it—it is a nation-wide condition. In the 
San Diego booklet there is a highly sensible recommendation 
that men desiring to enter the appliance business do so by first 
learning something of the business through experience in sell- 
ing. The industry will have no effective use for many new 
dealers. It will, however, need salesmen, and the man who 
goes to work as a salesman acquires vital experience without 
risking his own capital. The same thing is true of the man 
who goes to work in a service department and masters this 
important phase of the business. 

Throughout this little booklet the emphasis is on the im- 
portance of experience and a prudent appraisal of possibilities 
that will reduce the hazard of venturing into this business. 
All in all, it furnishes an example that could be widely and 


wisely followed. 
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\f you were at the Major Appliances’ 
Show in Chicago, you saw for yourself 
what kind of a picture is back of the 
postwar Ironrite sales program. It's 
plenty solid—both in product leadership 
and acceptance, and in the character 
of distributors you'll work with. 


These Ironrite distributors and their 
dealers are the result of postwar plan- 
ning, begun many months ago — and 
the reason why we look forward 
together to a great postwar sales and 
profit opportunity. 


you plan to get the most out of 
your territory. Put your questions up 
to them. 


Postwar Ironrite dealers have the 
No. 1 spot in the retail ironer field! 
The best known quality ironer on the 
market! The quality leader for 24 years! 
A name everybody knows! A sales and 
home demonstration plan that guaran- 
tees complete ironing satisfaction! Plus 
real sales and demonstrator training, 
and ample promotion and advertising! 
Everything you need for real volume 


and profit! 
lronrite’s policy of “fair and square” 


treatment to all, is in good hands, with 
distributors like these. 


lronrite dealer franchising is near- 
ing completion. If you want further 
information, we will be glad to hear 


These distributors are ready now to from you. 


THE lronrite IRONER COMPANY °* 38 Piquette Ave., Detroit 2, Mich. COL. JAMES W. BOVD ROLAND Coens 


Boyd Corporation, arp ee, Inc., 
Portland, Me Portland. Ore 


Ig 2k 


s E. DE GRooT WILLIAM E. SEATON FRANK M.BEAUCAIRE M. J. HACKEL er ?. KEFGEN 
Lynch, Ine., Provi- B. T. Crump Co., Rich- Beaucaire, Inc., Roches- Vermont Elec. Supply, Northern Supply Co., 
de e, R.1 mond, Va. ter, N Y Rutland, Vt Saginaw, Mich 


HUNDLEY 
la Apphan 
la, Fla 


E. A. SANDER 


A. S. DUNNING W. C. ROWLES R. T. MARRIOTT 
- ay ae qo Motor Power Equip.Co. Rowles Sales Co., San Northern Elec. Co., 
City, Mo., and Wichita Paul, Minn. Antonio, Tex Sault Ste. Marie, Mich. 


*Photos Not 
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lronrite 


Man 
HARRY FRANK — J. 4. SUNDERLIN LEONARD G. ALBERT V. J. McGRANAHAN WM. £. O'CONNOR PAUL JONES HARRY SPECTOR 
Tri-State Elee.Co., Sioux Radio Equip. Co., Inc., Harper-Meggee, Inc, V. J. MeGranahan Dis- Southern Wholesalers, Jones-Cornett Elec. Co., iliamspart Auto Parts Appears 


Falls, 8. D. South Bend, Ind. Spokane, Wash. tributing Co., Toledo, O. Inc., Washington, D.C.  Ine., Welch, W. Va. Co., Williamsport and 
Wilkes Barre, Pa. 


Harper- Megzee, Inc., 
Seattle, Wash. 
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, i SAKES a lot of people to pitch America’s annual hay 
crop... and milk our cows, shuck our corn, ride our 
herds, tend our vineyards. ... Agriculture engages more 


people than our ten next largest industries combined. 


Biggest ... most variegated . . . topping all others in 
dollar income ... farming and the farmer are a giant 
market for any manufacturer. And behind today’s 
farmer is a pent-up need for goods so great he'll be 


America’s most colossal consumer—for years. 


Maybe American business should take new stock of the 
farmer d take another square look at his most trusted 


maga , Country Gentleman. 


Many are the reasons, you'll find, for farmers’ preference 
for Country Gentleman. Farm articles bought at high- 
est rates, and worth it to the farmer. . . fiction by top 
authors, written solely for farm families .. . Country 
Gentleman’s own pioneering in crops, livestock, insecti- 
cides, fertilizers . . . meticulously checked and double- 
checked farm information... significant farm news and 
developments scouted and interpreted for farmers by a 


staff of 600 authorities in the field! 


No other magazine gives such service to farming America 
—and farmers know it. And—perhaps as a result—no 
other magazine is so effective in winning farmers’ con- 


fidence in the things America sells. 


What business can ignore the farmer’s strength? 


APRIL, 


{ountry 


entleman 


| with FARMERS — RURAL DEALERS ~ ADVERTISERS 
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SEZ THE FIGURES! According to the most reliable And a Duo-Therm can be installed any- 
sources available*, 2 out of 3 homes do not have where—needs no gas or electric connections. 
automatic hot water. 





SEZ THE RECORD! Duo-Therm has behind it not 


That’s the national average, and chances only one of America’s great industrial organiza- 
are the opportunity in your own market is tions, but also an unrivaled record of 18 years 
pretty close to that tremendous potential]! satisfactory performance in thousands of homes. 


It may be even bigger! Duo-Therm dealers have made good prof- 


SEZ THE FACTS! Duo-Therm—a fuel oil water its consistently and have never had to 
heater—provides hot water automatically for less throw their profit back into service. 

than half as much as it would cost with either elec- Get the whole story of this great opportunity in 
tricity or manufactured gas. appliance merchandising. Send the coupon now! 


Duo-THERM 


DIVISION OF MOTOR WHEEL CORPORATION QQ Lansine 3, MICH. 





ERTISERS 





America’s Largest Manufacturer of Fuel Oil Heating Appliances and Pioneer in Fuel Oil Water Heating 


© 1945, Motor Wheel Corp. 
5 DUO-THERM Division of Motor Wheel Corporation 
* Boma -THERM Department K-8, Lansing 3, Michigan 





* Most recent available Automatic F Please send me your new booklet, “24,000,000 PROSPECTS", and addi- 
. Oil uel tional information on the water heater market and dealer franchise. There 
surveys made by leading U Water Hea ters is no obligation to me. 


* trade journals in the house- are now in ki 
hold appliance and fuel ited im- 
industries field, combined Production ' 
with the latest applicable for €ssential ciyi]. |} A rr ee ree eae ee eae eee 
U. S. Census figures. ian Needs. 
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The 17,500,000 Philco radios in the homes of America 
are a sales asset unapproached in the industry ! 


The evidence is pouring in today. 
Survey after survey shows that 
Philco is the radio that post-war 
America intends to buy... by an av- 


erage of 3 to 1 over any other make! 


Yes, America looks to Philco, the 
leader, for the newest radio and 
phonograph developments, for the 
finest quality, the greatest values. 
And by the same token, America 
is waiting to pour its radio dollars 
into the cash registers of Philco 
dealers. 


That’s leadership in consumer accept- 
ance, Mr. Radio Dealer .. .and 


there’s no quick, easy way to reach 
it. It can’t be bought overnight by 
advertising and sales promotion. 
It’s built up over the years by sales 
and satisfied customers ! 


The 17,500,000 Philco radios in 
the homes of America are by far 
the largest and most loyal replace- 
ment market in the radio industry. 
And it’s a matter of simple busi- 
ness logic that the easiest product 
to sell, the one that gives you the 
quickest turnover and the biggest 
profit, is the product the public 
wants to buy. 


And pomembev...06 PHILCO 4y a Landidade f 


‘cloey, Look I 
ILCO fre Leaderahspp! 
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/ UNDERSTAND 
EASY HAS BEEN 
MAKING WASHERS 
§ FOR 68 YEARS 





YES, MY MOTHER 
See ita, SOUGHT ONE OF 
| Me’ on THE FIRST EASY 
a WAT > VACUUM CUP 
ER] ©§©=©WASHERS MADE 
f ANDITS STULL 
RUNNING 
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4 SURE WISH / 


WOW YOU CAN GET 


ONE DAY / 








1 SUPPOSE YouL TRY Ym ae 
70 BE THE FIRST <r ge/ 
70 GET ONE / i, 
OUR WASHING AND F By GoLLY-THATS ¥ 
SRONING DONE /N THE SAME WASHER 


MY WIFE SURE GOES 
FOR EASVS PATENT - 
PROTECTED SPIRALATOR 
WASHING ACTION / 


ee ne, \ ~, - 
_—— Sadi id 


I a 


Lees 
YOU BET / 1VE 
ALREADY SPOKEN 


HAD THAT EASY 
TO SELL / THAT REMINOS ME 


TWIN TUBS -ONE 


/ SAW WRITTEN UP 
IN THE SATUROAY 


WASHES WHILE THE 


OTHER SPINS 


E wish we could say, “Here they 

are! Come and get them!” We 
hope we'll be able to soon. Meanwhile, 
remember this. The public wants Easy! 
2,000,000 satisfied Easy owners are a ter- 
rific backlog for new washers because 
these owners and all their friends know 
that there’s nothing like an Easy. Easy’s 
consumer advertising in six leading na- 
tional publications has been selling Easy’s 
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Spindrier FOR YOU right through the 
war years. It has consistently enjoyed top 
readership among all appliance advertis- 
ing according to impartial polls. 

For the full Easy story, send for a copy 
of new 16-page booklet, entitled “What 
can Easy offer you that no one else can.” 
Written with your interest and profits in 
mind. Write Dept. EM-4, Easy Washing 
Machine Corporation, Syracuse 1, N.Y. 


1945 


EVENIN’ POST _ 


This advertisement is an 
adaptation of one in a series 
of consumer ads appearing in 


Saturday Evening Post 
Woman’s Home Companion 
Collier’s 
Good Housekeeping 
Better Homes & Gardens 
Country Gentleman 
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It's a postwar Promise... /rom 





















Home on the Range 
—/s due for a change 
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Tune In: CBS, 2:30 pm EWT, Sundays 
for Admiral “World News Today” 











Admual Radio. Phonograph 





Admiral Home freezer ONdnital * 
CHICAGO 47, 


APRIL, 





Admiral Dual Temp Retrigerator 
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Five kinds of Hoover prospects 
are reading Hoover advertising 


The woman who has a Hoover 
Cleaner but needs a new one. 


The woman who has a Hoover 
but needs Hoover service to 
keep it cleaning efficiently. 


The woman who hasn't a 
Hoover Cleaner but wants one. 


The woman who needs a new 
cleaner but doesn't know what 
kind of cleaner to buy 


Thebride who has neverowned 
an electric cleaner but will 
get one as soon as she can. 


Regular Hoover advertising in leading national maga- 


zines is doing a selling job on each of these five women. 
5 £ J 


It is telling them how and where to get genuine 
Hoover service and parts. It is telling and retelling 
them about that famous Hoover quality and that more 
thorough Hoover cleaning. 

Hoover advertising is helping to keep three of these 
women sold on the Hoover . . . helping to sell the 
other two on the Hoover. 

Don’t think we don’t have our plans completed for 
Post-War. Our models are set. Our dies are ready. 
There will be a new Hoover Cleaner which has been 


completely engineered and tested. 
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There has been no “letup” in Hoover advertising, even 
though there has been a complete “letup” in Hoover 
Cleaner production since April, 1942. Reproduced at top 
is the Hoover color ad currently appearing in Life (April 
23 issue) —below, one of the previous Hoover four-color 
ads which those “Five Hoover Prospects” are reading. 


gm THE HOOVER 


When we can count for certain on a Post-War... then 


you can count for certain on Post-War Hoover Cleaners. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


Canada: Hamilton, Ontario. England: Perivale, Greenford, Middlesex 


/he HOOVER 


/t beats as it sweeps is /t cleans 
The Army-Na 
ceived fou 


achievement 






























“You have something 
every dealer will want 





199 


Lionel Jacobs—a Timken Silent Automatic Dealer and 
owner of one of the largest automatic heating businesses 


in the East—writes: 





“The more I think of the future plans and 
strategy for use with Timken Silent Automatic 
products, which you discussed with me in your 
office last week, the more I realize you are 


right on the beam. 


“I know of no other company which aids 
dealers in so many ways—with sales, with 
service problems, in business management, in 
hiring and training of salesmen, in laying out 


jobs to get the best heating results and even 





in training mechanics to install and service 


properly. Take it from me, you kave some- 


New U-Shaped Home, designed by Harold H. Ehlert, A.1.A., noted Detroit 
thing that every dealer will want when retail architect. One of a number of new homes by leading architects featured 
in Timken Silent Automatic national magazine and newspaper advertising. 


selling is resumed. 


“After talking with the engineering and research our customers were willing to pay more for a Timken.” 


department heads, I’m convinced they will live up : F 
Would you like to hear all the reasons why people 
to their fine reputations of the past, and that we'll oni tion a 
ps are willing to pay more for Timken quality? Would 
have everything that’s new, improved and _ practical 
you like to know how much more profit you can make 
productwise to offer our customers. ; die: ees =e 
f with the Timken Silent Automatic franchise? Write 


“I want to congratulate you, too, on the splendid us NOW and arrange an interview. Ihere is no 
advertising job you are doing. We are getting evidence obligation. 
every day of the interest it is creating. Keep up the 


good work. We appreciate it. 


“The thousands of owners of Wall-Flame Burners i IMREN 


here certainly appreciate Timken Silent quality. They 
enjoy the extra heat (and comfort) they are getting Scherit Hetoonatc 
from their rationed allotments of oil. 


Quality Home Appliances for Comfort, Convenience and 


“They realize, as we do, that you have built many Economy * 20 Years of Faithful Service to American Homes 


extra years of service into your product. That is why Division ot THE TIMKEN-DETROIT AXLE CO., Detroit 32, Michigan 
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THIS SINGLENESS OF PURPOSE 


IS A PRIME ZENITH POLICY— 
designed to help You 


@ This unswerving singleness of purpose— 
“RADIONICS EXCLUSIVELY” — is the basic rea- 
son why you can be sure of the demand for the 
coming new line of Zenith Radionic Radios. 

Today Zenith is producing radionic equipment 
only for the armed forces or for rehabilitation. Yet 
Zenith has never lost sight of the obligation owed 
to its distributors and retail dealers. 


That is one of the chief reasons why we have 
been able to hold our engineering and production 
organization intact ... why we have not fanned 
out into unrelated home appliance fields like 
refrigerators and washing machines. 

We have chosen, instead, to adhere strictly to 
a policy of concentrating all our skill and resources 
upon “RADIONICS EXCLUSIVELY”! 


The most valuable radio franchise in the country 


Naturally, through our war efforts as one of 
America’s leading producers for our armed forces of 
Radionic Equipment Exclusively, we have discov- 
ered new techniques and production efficiencies, 
many of which will be adapted to civilian manu- 


facture. This invaluable specialized experience— 
combined with our refusal to diversify into non- 
radionic fields—assures a franchise unparalleled 
in profit potential and preserves your right to 
choose the leaders! 


Keep your eye on Zenith! 


So keep in touch with your Zenith distributor. He is 
being kept fully informed of all factory developments 


e.ane oistancee RADIO 


— ‘ 


RADIONIC PRODUCTS EXCLUSIVELY— 
WORLD'S LEADING MANUFACTURER 














a 


LLAMA 


RADIO FM TELEVISION - RADAR- SHORT WAVE: RADIO-PHONOGRAPHS - HEARING AIDS 
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MRS. MARTINS 


Yea know Mrs. Martins. 


She’s one of the meandering Martins. Meanders 
from one counter to the other, while the clerk ages 
visibly, waiting for her to make a choice. 

Let Mrs. Martins spy a Good Housekeeping Guar- 
anty Seal, however, and her decision is made! 

As if that seal were a green traffic light, she goes 
ahead. 

Why? 


You know why. 


we give this seal to no one— 
the product that has it, earns it 


Good f 








Because she —like millions of her sisters — has 
learned to have faith in the Good Housekeeping Seal. 


It means to her that samples of this merchandise 
come up to Good Housekeeping standards of value and 
safety. 


To establish such faith, we have spent years of time 
and effort, millions of dollars. 


Those who accept the Good Housekeeping Guaranty 
Seal as a symbol of value do so because they realize 
that— 


P taarexiocd by * 
Good Housekeeping 


Housekeeping 


The Homemakers’ Bureau of Standards 
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Ciielegme . THE SOURCE 


OF TOMORROW'S 
BEST SELLERS 
IN RADIOS, 
VICTROLAS AND 
TELEVISION 
RECEIVERS 
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=. or 25 years RCA has served people everywhere in every 


walk of life. More than any other organization, RCA has its roots 
deeply embedded in every phase of Radio... Communications... Broadcasting... Research... Radar... Tubes... 
Television. ..as well as in home instruments. Collectively the accomplishments of RCA represent Radio’s Richest Experience... 
a priceless asset reflected in the quality and customer good-will enjoyed by every RCA product. 
In the market of tomorrow, experience will count far more than ever. You can have no greater asset 
on your side than Radio’s Richest Experience. It’s your assurance that Radios, Victrolas 
and Television Receivers bearing the RCA Victor mark will be best sellers. ..the ones 


with the features and performance your customers will be looking for—and buying! 


ROA Vielen 


RADIO CORPORATION OF AMERICA - RCA VICTOR DIVISION - CAMDEN, W. J. 


in Caneda, RCA VICTOR COMPANY LIMITED, Montreal 
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You can’t brush off the dual nature of 

sex...not unless you're baldly indifferent 
CROSLEY to the facts of life and the pursuit of 

peofits. Take the Crosley Corporation, 
for example. Today, Crosley-built radios are standard equipment 
in Command Posts. Tomorrow, Crosley wants them to be standard 
equipment in American homes. To this end, Crosley is fortifying its 
franchise by advertising in The American Magazine. Edited with 
dual sex appeal, The American Magazine double-exposes Crosley 
advertising of radios and household appliances to millions of 
convenience-minded women, millions of technically minded men 


..-multimillions of aspirational Americans who buy The American 





Magazine on the newsstands, subscribe, or beg, borrow, or steal 
somebody else’s copy. And these middle millions still make The Happy Medium to 
60 per cent of the nation’s purchases, after savings and taxes. America’s Middle Millions 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S. AND WOMAN'S HOME COMPANION 
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One of a series of Emerson Radio & Television outdoor 
posters soon to make its appearance from coast-to-coast. 


ALWAYS FIRST WITH NEW IDEAS! 


Why have radio dealers from coast-to-coast always made money 


out of the Emerson Radio franchise? Because Emerson couples its " 

top engineering skill with its top merchandising talents. Every 

new scientific development from the Emerson laboratories goes P. D.Q. PLAN 

hand in hand with alert plans for merchandising, selling and 7 : 
advertising. With television just around the corner, count on Clinches future Radio - 
Emerson for the most ingenious ideas for selling it. Write for ‘Miloveston entes now! 
details on a post-war, money-making Emerson Radio & Television in cntieintieenendion cad wate. 
franchise. 


vision receivers now—but you 
can line up your prospects and 


future customers through Emer- 
son’s spectacular P.D.Q. Plan 
(Preference Delivery Quota). 


Write for all the facts. The P.D.Q. 


Radio and Television Plan is just another example of 


Emerson’s “first” with merchan- 
dising ideas that make money. 





Great Engineering Ideas In Small 


Emerson Radio & Phonograph Packages... Compact, Efficient, Fine 


Corporation, New York 11, N. Y. 
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In 1748 that part of Virginia west of the Blue Ridge was still unexplored. At the age of 16, George Washington was commissioned 


to survey it. This be did with brilliant success, living for weeks on the country with little equipment 
other than bis gun, bis surveying instruments, and bis books. 


The others SLEPT... 


o the future President READ 


lis night in the forest. Around the 
campfire the men of the surveying 
party talk and laugh or sleep. But 
close to the leaping flames their 16- 
year-old leader sits a little apart, 
reading the history of England . 

When George Washington was 11, his 
father died. His mother assumed the task 
of bringing up a family of ten children. 

Every day, Mary Washington read to 
them aloud from standard works. Much of 
the extraordinary balance and strength of 
young George’s character is traceable to 
the influence of this reading. 

At school, too, George was strongly 
influenced by a manual of conduct adapted 
from an old French book. George himself 
read avidly, and his eager mind profited 
always from what he read. 

He matured rapidly. As a boy among 
boys, he was the acknowledged leader. 
At 16 he was commissioned to survey the 
wilderness beyond the Blue Ridge. At 18 
he was a major in the militia. 

All through his life he read . . . to pre- 
pare himself for whatever task he under- 
took. Even when he had reached the pin- 
nacle,as President, he turned to reading for 
knowledge and inspiration. Speaking ofhis 





first inauguration, one recent history says: 

“He soon began to study books which 
might be helpful . . . He had based his 
scientific plantation management on 
knowledge acquired ia part by reading 
books on agriculture in his own large 
collection. Now he also looked for such 
guidance in his public work.” 


Reading Is Open to All 
To George Washington, as to a major- 
ity of leaders in the founding of the Amer- 
ican Republic, the habit of reading was 
a rich source of those ideas and principles 
which helped shape the nation. 

For reading is, in many ways, the most 
rewarding of human experiences. When 
you read you set your own pace, stop and 
start when you please, go back and read 
again. Only through the unhurried eye of the 


reader can ideas be absorbed so completely. 

The American Weekly is filled with read- 
ing as richly varied as life itself, written 
so simply and interestingly that anyone 
can understand . . . an absorbing story of 
human struggle and achievement. ..love... 
heartbreak and laughter . . . the wonders 
of science . . . the hopeful advances of 
medicine . . . the power and beauty of 
literature, art, religion. 

The American Weekly, distributed 
through a group of great Sunday news- 
papers, brings the priceless boon of good 
reading regularly into more than 8,000,- 
000 homes from coast to coast. 

The manufacturer who associates his product 
or his company’s name with such an influence 
is tying in with the most powerful known force 
in odvertising. 


THE MERICAN 





“The Nation’s Reading Habit” 
MAIN OFFice: 9599 EIGHTH AVENUE, New York 29, N. Y. 


*& SERVICE MEN LIKE TO READ, TOO; AND THEIR FAVORITE READING IS A V-MAIL LETTER FROM YOU x 
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Survey Reveals Strong Trend to 


Fluorescent Lighting in the Home 





Keen Public Interest Points to Big 
Postwar Market in Residential Field 





Popular interest in fluorescent lighting in the 
home—as revealed by an impartial survey eon- 
ducted by a leading market research organiza- 
tion, at the request of Sylvania Electric’s Sales 
Research Department— indicates considerably 
expanded use of this type of illumination in the 
residential field after the war. 

Of the more than 3,000 persons interviewed 
in the survey, only about 10% now have 


fluorescent lighting. Almost half of these, how- | 


ever, expect to install more fluorescent after | 


the war. 
Of those now without fluorescent lighting. 


\6% plan to install it in one or more rooms. 


| equipment 


Among this group, the kitchen is by far the 
most popular choice. (See percentages shown 
in the chart below.) The living room was the 
second choice, followed by bathroom, bedroom. 
dining room and basement. With those now 
having some fluorescent lighting, the bathroom 
outranked the living room. 

This evidence of a trend toward home use of 
fluorescent lighting indicates that the electrical 
retailer, when suitable fixtures are available. will 
have a larger market for the sale of residential 


particularly since the survey also 


shows that most people buy fluorescent lamps _ | 


at an electrical store. 





SYLVESTER SURVEY 











“You plan to have fluorescent lighting in both the 
kitchen and the bathroom. Now, have you con- 
sidered the basement?” 





DI 





D YOU KNOW... 








| That 79% of the people having fluorescent 


lighting in their homes expressed themselves 


as entirely satisfied with it? 
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SYLVAN IAW ELECTRIC 


SYLVANIA ELECTRIC PRODUCTS INC., Salem, Massachusetts 


MAKERS OF FLUORESCENT LAMPS, FIXTURES, ACCESSORIES; INCANDESCENT LAMPS; RADIO TUBES; CATHODE RAY TUBES 
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AMERICA WANTS PROSPERITY 





McGraw-Hill Book Company carries the pro- 

vocative title “Prosperity: We Can Have It If 
We Want It.” Its authors, Messrs. Shields and Wood- 
ward, state in vigorously challenging terms their con- 
viction that the United States will emerge from war 
with human, material and technological resources ade- 
quate to provide a nation-wide standard of living 
unprecedented in world history. They present, too, 
their formulation of the several policies and procedures 
which must be followed by government, business, and 
labor if we are to realize our potential for a high and 
sustained prosperity unmarred by prolonged periods 
of severe unemployment and business stagnation such 
as have haunted our economic past. 

The specific proposals set forth will elicit both en- 
thusiastic acclaim and acrid dissent, for the book deals 
in far from gentle fashion with many of the currently 
fashionable panaceas for assuring prosperity by magic 
formula. It examines, and discards as effective guaran- 
tors of prosperity, whatever their individual merits 
upon other grounds, programs for public works, slum 
clearance, subsidizing of small business, foreign loans, 
social insurance, deficit government spending, redistri- 
bution of income, the numerous formulae for monetary 
management, repeal of the anti-trust laws, or any of 
the loosely-phrased admonitions that government 
should do nothing and allow everything to take its 
course untrammeled by controls of any kind. 

On the positive side, the book urges clear recogni- 
tion of the fact that prosperity, under a system of 
business enterprise, depends primarily upon the exist- 
ence of competitive incentives that spur capital invest- 
ment to provide better tools and equipment, that 
improve organization and technology to insure continu- 
ously increasing productivity per man-hour of work, 
and that enlarge markets by producing what the 
consumer wants at lower prices to the end that real 
incomes may be increased. 

In short, prosperity depends upon profitable and 
expanding business and employment opportunity, so 
it becomes the part of enlightened government, busi- 
ness, agriculture and labor policy to promote those 
measures which will forward rather than retard the 
major aim of expanding production. 

However great the room for dissent upon the ade- 
quacy, or the phrasing, of the specific recommendations 
it makes, the approach of this book has one virtue of 
solid merit. It attacks positively the problem of what 
steps should be taken to achieve and hold prosperity 
rather than merely devising a poultice to be applied 
when and if we run into a decline. 

Virtually all responsible spokesmen for government, 
and for business, labor, and agricultural groups, are 


\ BOOK to be published early in April by the 


agreed upon the goal of prosperity. Moreover, they 
agree that, insofar as possible, it should be achieved 
through the effort of private enterprise, with govern- 
ment intervention utilized only as a last resort. But 
despite this unanimity, almost all public discussion of 
the problem has concentrated upon the nature, the 
extent, and the timing of such government expendi- 
tures as may be found necessary to combat deflation. 
Since upon this question there is far from general 
agreement, our procedure has created an exaggerated 
sense of divergence in a field in which, so far as 
fundamentals go, we all are in accord to quite an 


unusual degree. 
5 w 


No confusion should be caused by the fact that the 
generally current phrase for prosperity is “full em- 
ployment.” The latter phrase merely states the goal 
in terms of human values, which are good terms jn 
which to state any goal. What matters is that we 
generally are agreed as to what we mean when we say 
that we want prosperity or full employment. Noi only 
do we know what we mean, but within very rough 
limits we can give dimension to our concepts. There 
are a few whose appraisals are somewhat lower, but 
most competent estimators set the goals for about 
1950 at an average annual employment in civilian jobs 
of between 55 and 57 million persons, with a gross 
national product of between $185 and $200 billion 
measured at 1943 price levels. This contrasts with the 
1944 level of non-military employed of 51% million, 
and a gross output for the end of 1944 of over $200 
billion. It assumes a reduction of the average work- 
week to 40 hours. 

It will take some such levels as these to provide 
employment for those who seek work, with only 
sufficient “frictional” unemployment (those temporarily 
listed as unemployed because of the normal turnover 
between jobs) to afford reasonable labor-market flex- 
ibility to both workers and employers. The non-mili- 
tary employment figures are generally consistent with 
the officially stated postwar goal of jobs for 60 million 
workers, since the latter figure is generally understood 
to be an estimate of the labor force, which includes 
members of the armed services and an allowance for 
frictional unemployment. 

There are a number of reasons why the estimates 
cannot be figured more closely, and why no one can be 
very confident even of the validity of the stated limits. 
The chief points of doubt in the employment estimates 
relate to how many withdrawals there are likely to be 
on the part of women, oldsters, and youngsters, who 
now are in the labor force to a number more than 
6 millions beyond normal expectancy; how many men 
will be retained in the armed forces; and whether the 
































APRIL, 1945—ELECTRICAL MERCHANDISING 


ELI 





























postwar frictional unemployment should be calculated 
as approximating the current 1 million or the 3 million 
so-listed in the prosperous year of 1929. Additional 
uncertainties cloud the estimates of gross national 
product. Notable among them is the fact that no one 
is sure of the war’s effect upon man-hour productivity 
trends, in view of the fact that half of our current 
output has consisted of products that had no substantial 
counterpart in our peacetime price or production series. 


* ® & 


Nevertheless, despite such qualifications, it is fair 
to say that we do have a general conception of the 
magnitude of our postwar goals. Although they are 
well within our production potentials as demonstrated 
in this war, they are formidably beyond any previous 
record of peacetime achievement. Only the most san- 
guine optimism could lead one to expect that they will 
be achieved without concerted will, planning, and co- 
operative effort. Only blind recklessness could engender 
confidence that once attained they will automatically 
be held, let alone expanded in normally healthful 
growth. 

If we were to follow past patterns, our war-built 
boom would, after a period of uncertain length, collapse 
into disastrous depression. The very magnitude of our 
recent growth would contribute to the depth and dura- 
tion of the subsequent trough. Yet a fall even to the 
level of our previous peacetime-peak-year 1939, has 
been estimated by The Federal Reserve Board to 
imply unemployment for between 15 and 20 million 
persons. If human values have importance, that is 
something that must not be allowed to occur. If busi- 
ness values have importance, we must not tolerate 
again such losses as occurred from 1930 to 1933, when 
sales over the four year period were $128 billion less 
than would have been provided if the 1929 level had 
held, and corporate profits declined from more than 
$7 billions in 1929 to an average annual loss of $1 
billion over the next four years. A repetition of these 
things cannot be tolerated—if foresight and cooperative 
effort can prevent them. 

* b* wv 


In January of this year Senator Murray introduced 
in the Senate a bill entitled “The Full Employment 
Act of 1945.” It instructs the President to submit to 
Congress plans for eliminating both unemployment 
and inflation, including recommendations for correct- 
ing structural defects in the economic system. It pro- 
vides for a Joint Congressional Committee to consider 
the proposals of the President, to take testimony from 
experts and the general public on these proposals or 
any others it may wish to consider, and after weighing 
all the facts to submit its findings to Congress. It pro- 
vides for an advance budgeting of the constituent parts 
of a full-employment economy, and commits the Fed- 
eral Government to provide, in advance, for sufficient 
expenditures (through private contractor channels) to 
make up for the gap between estimated private expen- 
ditures and the amount necessary to assure full em- 
ployment. 


THIS IS THE 341Tn OF A SERIES 


By no stretch of the imagination can The Full Em- 
ployment Bill, in its present form, be regarded as ac- 
ceptable to business. Yet it may well present a test of 
whether or not American business can deal with prob- 
lems in this area in a statesmanlike fashion. Such 
statesmanship will consist in demonstrating first, that 
the Bill is not acceptable because of deficiencies which 
preclude the possibility of its accomplishing the avowed 
purposes; and second, that business is able and anxious 
to offer constructive suggestions for remedying these 
deficiencies. 

It is easy to point to weaknesses in the Bill. To men- 
tion only a few of major importance: The proposal to 
make advance Federal expenditures to compensate for 
estimated deficiencies in prospective private expendi- 
tures is completely impracticable. No one in the coun- 
try can predict future trends with sufficient accuracy 
for this purpose; no one can tell what the constituent 
parts of a really high, stable peacetime budget should 
be, for in our boom-or-bust economy we have no stable 
pattern to project; no one can tell, within reasonable 
limits, how much the government should spend in ad- 
vance to assure full employment. The Bill pronounces 
labor’s right to work without defining commensurate 
responsibilities which it should exercise. It does not 
define the areas of proposed government expenditure in 
such a way as to allay business fears of government 
competition: or the general public suspicion of leaf 
raking. Above all, the Murray Bill is defective in that, 
despite a somewhat vague pronouncement in favor of 
forwarding private business activity, it recommends a 
single specific designed to supplement such activity 
rather than stimulate it. 

The very definition of certain of these faults suggests 
their remedies. But the positive task of stating how the 
Bill should be amended in order that it may have 
effective usefulness is far from simple. Yet it is enor- 
mously to the advantage of American business to under- 
take it. Fortunately, there is a representative group 
sponsored by industry, The Committee for Economic 
Development, which has for some time been working 
intensively upon the problem, and which is excellently 
equipped to offer sound and progressive advice. It 
should be used for this purpose. 

American business cannot afford to take a negative 
attitude toward legislation in this field. Some legisla- 
tion undoubtedly will pass, for the problem is one in 
which there is a grave government responsibility. But 
equally there is a comparably important responsibility 
upon all citizen groups. None of them has more to gain 
or lose from the rise or fall of prosperity than American 
business. 





President, McGraw-Hill Publishing Co., Inc. 
































ELECTRICAL MERCHANDISING—APRIL, 1945 























Getting ready for bed, ten-year-old Willow Andrews turns on her automatic 


electric blanket so she won't have to slide down between chilly sheets. 


By LANSDELL ANDERSON 


RESENT users of the auto- 
Pp matic electric blanket wunani- 
mously endorse it. These users 

are not lukewarm about the automatic 
electric blanket, they actually radiate 
genuine enthusiasm when they express 


their opinion of this comparatively 
new entry into the electrical appliance 
field 


Some Sample Endorsements 
Here's a ample 
instance 
probing reporter, 


endorsement, for 


voluntarily given to your 


who definitely wasn’t 


armed with a satchetful of trinkets 
to pass out in return for effusive 
praise. This particular contact, in 
fact, was made solely by telephone 


Miss R. D. J., a schoolmistress of 
Elizabeth, N. J., now speaking: 
“The electric blanket is the grandest 


thing ever made! During this current 


coal emergency, coming in the middle 
of one of our severest winters, my 
automatic blanket is an absolute bless 
ing. Since I’m decidedly in t moder 
ate income group, I hesitated quite 
a bit, because of . the ost, before I 
bought on Now I’m convinces i 
wasn't an extravagant purchase at all 
I also was a mite skeptical of tl 

actual amount of warmth it -would 


provide at such low voltage—about 


the same current as used to operate 
1 toy train, they told me—but I was 
entirely in error about that, too, be- 
cause the blanket keeps me delight- 
fully warm on the coldest nights.” 
Here’s another. This time Mrs. G. 
C. T. of Belmar, N. J., does the talk- 
ing: 
a blanket has been 
Never before in my life 
such comfort. 
Coast’s winter weather is 
its so very changeable. 


The electric 
wonderful 
; tear . 
have I had sleeping 
The Jersey 


treacherous: 


We're only a few blocks from the 
ocean and there’s Shark River right 
at our back vard. When a three-day 


Northwester hits us here, it gets very, 
very cold, especially when you sleep 


with two windows wide.open, as we 


always do. A night or two later it 
may suddenly become unseasonably 
warm, with the thermometer about 50 
degs. And when the weather turns 
damp in this neighborhood, it is posi- 
tively wet. But with our automatic 
blanket, these sudden radical changes 
lon’t effect our sleeping comfort any 
more. A $200 offer wouldn’t tempt 


me to sell ours because I'd really hate 
to think of having to wait until after 
the war before I could get another 
one.” 


Those are run-of-the-mill 


strictly 











Ready for Post-War... : 


The Automatic y 


samples, typical of the feminine view- 
point. Now, to close this phase of the 
blanket subject, a brief word from a 
couple of men. This expression comes 
from F. A. H. of Perth Amboy, N. J.: 

“I’m very keen about our automatic 
blanket. Both of us like it very much. 
It is a.lot of comfort. You get up 
in the morning feeling very rested 
after sleeping under the light weight 
of the automatic blanket instead of the 
usual pile of common blankets. We 
keep our bedroom windows wide open 
all winter long, too.” 

Finally, on this particular point, the 
opinion of F. S. C. of Bound Brook, 
N. Ji: 

“That’s a swell appliance; the 
grandest thing ever made electrically 
for comfort. Once you have it you 
don't 


ever want to go back to old 
style sleeping again. What a differ- 
ence !” 


Assuredly, when visiting automatic 
blanket users on a sampling--tour to 
determine consumer acceptance of this 
product, our standard line of chatter 
was not designed to stimulate such 
enthusiastic responses. There was no 
“Isn’t the automatic blanket simply 
marvelous?” type of question tossed 
into these personal interviews. These 
people didn’t know their caller from 
Adam. Only three asked his name a 
second time. It’s always easy to evade 
answering that one the first time by 
quickly countering with another ques- 
tion of your own. In no case did the 
pencil come out of the pocket until 


after the visit was over. None of 
these people had the slightest idea they 
were being interviewed. Their replies, 
therefore, were entirely unaffected. 
The patter ran like this: 
“T’m just making a routine check-up 


on the automatic electric blanket. 
What shape is yours in now?... Did 
it ever require any service? .. . What 


do you think of it? ... Hold on now; 
that’s all very fine but I also want to 
know what you don’t like about the 
automatic blanket . . . Well, can’t you 
suggest some improvements which 
might be incorporated in a postwar 
model ? Thank you very much, 
Good bye.” 

Forty personal visits made on blanket 
owners located in the northern half of 
Jersey’s coastal area produced 40 highly 
favorable reports on this appliance. No 
one gave us a quick brush-off, nor did 
anyone give the product a perfunctory 
pat and then firmly close the door in 
our face. Since we seemed in some way 
to be associated with the prized appli- 
ance, we received a glad hand every- 
where. One man in Asbury Park even 
suggested that we continue the discus- 
sion over Scotch and sodas. 


A Phone Check-Up 


Certain that if the search continued 
long enough, however, it would be 
possible to uncover some disgruntled 
user who would give forth freely with 
the real low-down, our interview pro- 
duction was stepped up by switching 
to a telephone. A dollar’s worth of 





Willow stretches out, relaxing completely, when sleeping under her electric blanket. 
The automatic control, set for the degree of warmth she selects (cover picture), main- 
tains this comfortable warmth all night long despite sudden changes of weather. 
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The first survey of users of the electric blan- 
ket reveals almost unanimous praise for this 
relatively new appliance .. . 80 customers 
relate their experience and offer suggestions 
for improvement in the product and service. 


FIFTH IN A SERIES ON POST-WAR PRODUCTS—PREVIOUS— 
HOME FREEZER, CLOTHES DRYER, DISHWASHER, TELEVISION 


nickels invested in an Elizabeth phoné* 
booth failed to locate the disgruntled 
consumer. Another 20 calls around 
Newark via telephone made the task 
look hopeless. No matter how you 
put the questions, they all rave about 
this appliance. 

Of the 80 users contacted, 78 re- 
ported their blankets currently in nor- 
mal working order. Since there was 
more than one in use in some homes, 
these consumers actually represented 
a total of 97 automatic blankets. One 
Elizabeth family owned four. A large 
majority of these people, it appeared, 
had purchased the latest of the three 
models manufactured by General Elec- 
tric Co. 

One of the two blankets now out of 
order proved to be a case of trans 
former failure and the other was the 
result of a break in the heating wire 


so 


v 

peyen blankets were reported as 
having required service at some past 
time“ ;Concgernifg one of these, a 
father © oluatgpces| the information his 
sons hag broken several wires by 
rough-housing on the bed. A woman, 
reporting similar breakage, criticized 
herself for trying to squeeze her 
blanket into too small a space in a 
trunk. The net conclusion is that 
service has been required on nine per- 
centsof the blankets covered by this 
suryéy and that none was beyond re- 
pair. This compares favorably with 
the manufactiitag's experience on serv- 


ice of this apphitygge. 


Background Data 


Beiore digging into any of the 
improvements suggested by consumers 
or wartime developments which pos- 
sibly*may lead to post-war construction 


view pro- 
switching 
worth of 


inside the blanket. No service ever had changes, those dealers who are not 
been found necessary by 71 of the 80 overly familiar with the prewar model 
users interviewed. (Continued on next page) 


The blanket stands up well under normal usage, consumers report, but during this hearty 
session of roughhousing, probably when it was violently yanked from under the pillow- 
swinger, one of the safety thermostat connections was broken. 























Her brother away, Willow took over his room while her automatic blanket was being 
repaired—and she promptly went back to her old sleeping habits, kicking off the pile of 
blankets early in the night, then huddling up uncomfortably until morning. 


As soon as her light-weight automatic blanket was returned, she wasted no time taking 
brother's three winter blankets and thick quilt off the bed. This stack of covers weighed 
nearly three times as much as her electric blanket. 
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TOP LEFT—The special transformer, reducing the house current to 15 volts, is sus- TOP RIGHT—It's easy to hook up the automatic blanket. Connect blanket to 
pended under the bed by its strap handle. Operating cost generally is only a few transformer cord, as above, plug the transformer into house circuit, and blanket 
cents per night according to some consumers interviewed on this survey. operates when switch on control box, usually placed near bedside, is thrown. 
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LOWER LEFT—With so few covers involved, a bed can be made up quickly. LOWER RIGHT—Getting set for a short trip to Grandma's home during the 


Willow, like a majority of other users, pulls a very light spread over her automatic winter holidays: as soon as she finishes packing her bag she cerefully folds her 
blanket in real cold weather. “It holds in the heat better,” she explains. automatic blanket so it will fit neatly into carton in which it originally was received. 
find some meat in the following off the current under certain abnormal cents per night. Keeps the bed uniformly warm all over 
[he General Electric Company has conditions This product has been The automatic control is the impor- _ eliminating all cold spots. 
produced 55,000 automatic electric approved by the Underwriters’ Lab tant feature. The thermostat in the _ Produces continuous sleep without mid- 
blankets. These were distributed about ratories, Inc. The appliance comes control box automatically maintains night interruptions to add or throw off covers. 
| egy , : ror é 2. ‘ : : - You wake more refreshed. 
evenly across the country except in packed in a durable carton in which bed temperature at the degree of Your bed , 6 a 
: : ; ; ; our bed movements are not restless; 
the New York area where deliveries it later may be repacked for shipment warmth selected by the user on the : : y 
ened ‘I : : lial i ot sleep more relaxed, minus kinks and cramps, 
were relativel : Tr ong ith wr storage dis sf *SS change athe . tri 
vere relia . y heavi ng wit! t rage : lal, regardless of changes in we ather in cold weather. You stretch out normally. tru 
cattered sales from Nova Scotia to Weighing but 534 pounds, one auto or in bedroom temperature during the This is particularly noticeable in youngsters; 
Alaska, others are reported fron matic electric blanket is supposed to night. Although it generally only has six-year olds, for instance, toss far less. the 
Miami, Fla., and points in southern replace three ordinary blankets plus to be set once, the control box usually Midnight trips to check the children's bed dre 
California . spread or comforter which together is placed on a bedside table within coverings, to make sure they are in place, | 
Hailed by G-E as the first improve probably would weigh 12 to 15 pounds convenient reach because some con- 4re unnecessary. H 
ment in the fundamental principle of With ordinary blankets your radiated sumers step up the temperature an Sleeping companions no longer argue du 
blankets in 5,000 years, this blanket heat has to provide the bed warmth extra notch on extremely cold nights. #bout the quantity of covers needed or who mie 
is a soft, lightweight covering, 72x86 Your body literally becomes a furnace pulled what covers off who during the night. bo: 
nches overall, with a heating surface, ind your energy supplies the fuel Oststendiag Advesteges You sleep better under the lighter weight. 
54x74 inches. forme: niall at aoa Sg 4 : , Users suffering from arthritis stress this point. 
Axs nches, f ed by iall flex needed to keep team up all night Users agree pretty well on those siphons Saas t-te ote Nem. baie i 
lle wires of stranded copper, about long. With this appliance, however end also have these nice things ESD Or SNES Perey Sr 
0) feet | 1 i ’ ; ‘ay ; , points and also have these nice things ayo4 
e ong it | ‘Speci msul: . oO res nN eK > ne: Ss y . ms 
&é leet ng Mm all, ¢€ SP li my uM ulate you rest immediate ty De neath oothing to say about this product : A bed can be made up quicker when fewer 
ind secured in individual channels, warmth, barely perceptible to the - : : f 
prevent henchine. $ j ? ee ; ns If switched on a few minutes before retir- covers are involved. 
preve uunching, between the touch, which produces sleep quickly P at cd . 7 t 
Pf a of ae : ' . . ing, it eliminates the discomfort of sliding . : ‘ ~~ 
ouble warp of the material Pro- \ special transformer, usually sus- down between chilly sheets. Instead, the Comparatively few consumers voiced 
tection against overheating is provided pended under the bed by its strap sheets are comfortably warm : any criticism whatsoever of this proc- un 
by four safety ther tat built into handle, reduces the house current to In wet Spring weather, if bed is pre- uct. A fair number suggested an pt 
blanket, at intervals along the heat 15 volts. Operating cost under ordi- warmed, you don't have to cope with damp improvement or two, but in most cases 
ne wire ny 1 ot wl h can shut nary conditions generally is a Tew sheets. (Continued on page 90) e) 









APRIL, 1945—ELECTRICAL MERCHANDISING 












all over 


nout mid- 
off covers. 


stless; you 
d cramps, 
normally. 
oungsters; 
less. 

dren's bed 


in place, 


er argue 
ed or who 
the night. 
er weight. 
this point. 
y appreci- 


then fewer 


rs voiced 
lis prod- 
sted 

ost cases 
) 


ISING 








New Fabrics 





will pose new questions to 


Washer Salesmen 





Change is coming in garment busi- 
ness that will affect laundry problem. 


HOUGH she may not say it, 
the average housewife is as 


fussy about how far she can 
trust her washer with fabrics as she 
is particular about the character of 
the housemaid who takes out her chil- 
dren for a baby buggy ride. 

When Helen Kendall of Good 
Housekeeping shocked the washer in- 
dustry by revealing how many gar- 
ments women did in their lavatory 
bowls, she was illustrating this point. 

There is little doubt that after the 
war models of washers are going to 
do laundry with a new gentleness, in 

effort to handle 100 percent of the 
family’s washing. In the sales field, 
too, the man who succeeds best in 
business is going to have a greater 
understanding of fabrics than he had 
prior to 1941. 

The nylon hose has swept 
everything before it is just one of the 


way 
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what is to come, manu- 
facturers say. Obviously, American 
hosiery manufacturers are going to 
drive the Jap out of the American 
market with silk becoming as obsolete 
as the Model T Ford. 


indices of 


Newcomers to Field 


Newcomers in the fabric field are 
Aralac, Vinyon and Saran. 

Aralac and Vinyon have already 
been used rather extensively for both 
men’s and women’s wear. Saran, on 
the other hand, has been chiefly em- 
ployed to date for seat covers, window 
screenings, draperies, etc., although it 
is understood that considerable devel- 
opment work is being done on the 
use of Saran in dress fabrics. 

Aralac is a wool-like fabric derived 
irom casein and is now being blended 
with cotton, rayon, nylon and wool. 
Chere are comparatively few 100 per- 
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cent Aralac fabrics in use because of 
the relatively low tensile strength of 
the fiber being manufactured at prés- 
ent. Aralac mixtures should be 
laundered like any fine fabric, with 
lukewarm water and a neutral soap. 
These mixed fiber fabrics may be 
ironed in temperature ranges recom- 
mended for corresponding wool mix- 
tures. 


May Be Spun Fine 


One of the idiosyncrasies of Aralac 
is the fact that it can be spun very 
fine, with the result that it yields a 
yarn which is between vicuna and 
cashmere in its luxurious texture and 
feel, 

Vinyon is made from resins formu- 
lated by the Carbide & Carbon Chemi- 
cal Corp. From it is made waterproof 
clothing, fire-resistant awning curtains, 
upholstery, filter fabrics, fish lines, 
nets and shower curtains. There is 
even a Vinyon fish net which is salt 
water resistant. 

This fabric has a high elasticity 
and wet strength, and is little affected 
by acids or alkali. It is thermoplastic 
and begins to fuse or melt at about 150 
to 160 deg. F. Accordingly, fabrics 
made wholly or partly of Vinyon fiber 
must be washed only in lukewarm 
or moderately warm water. Addition- 
ally, such fabrics should not be ironed 
because even a so-called “cool” iron 
may be sufficiently hot to melt the 
fiber. So far Vinyon has been em- 
ployed in the apparel field chiefly for 
women’s stockings or gloves where 
ironing is unnecessary. 


Saran Properties 


Saran is made by the Dow Chemical 
Co. for upholstery and window screen- 
ing and can be stitched. Washing 
and ironing tests made on samples of 
Saran industrial fabric indicate the 
cloth made from this fiber may be 
laundered according to the usual house- 
hold practices recommended for fine 
fabrics. Should Saran fabric come into 
general use in the apparel field, the 
indications are that no special wash- 
ing and ironing precautions will be 
required. 

Tomorrow’s 


washer salesmen will 






” 


have to be able to say more than “yes 
to the question “Will it wash?” 

A soap manufacturer not so long 
ago tabulated the following subjects 
as being problems which customers 
considered important. 

Black specks, color fastness, exces- 
sive heat, fading, hard water, holes, 
kinds of soil, natural causes that dam- 
age fabric. Perspiration, shrinkage, 
slipping and stretching, soaking, stains 
—removal of, streaking sunlight. 

Because washability is a virtue that 
causes women to buy garments, one of 
the chief questions in the feminine 
mind is whether or not the colors 
will fade. One soap manufacturer ad- 
vises them to take a glassful of luke- 
warm water and squeeze a sample 
of the material and trimming sepa- 
rately in it. If the water is deeply 
digcolored the material is not wash- 
able and should be dry cleaned. If 
the water shows only a slight discolor- 
ation the garment may be washed. 


Shrinkage Important 


Shrinkage is another important item 
with the owner. Shrinkage can occur 
with silk and rayon due to the twist 
of the yarn, the weave, or the method 
of manufacture. The same is true 
with cotton or linen and the very 
structure of wool fiber causes wool 
to shrink. Still, with proper methods 
all of these types of fabrics may be 
laundered. Women should know that 
colored clothes should never be soaked, 
as it may cause shrinkage. They 
should be told that it is smart to take 
measurements of garments in length 
and width for use in restoring them 
to the original size after washing. 
They should know that immediate 
washing out of perspiration is one of 
the best ways to keep white silk white, 
as this type of fabric tends to become 
yellow with age even if never worn. 

Being tested now are methods of 
making fabrics easier to launder. The 
Monsanto Chemical Co. is said to be 
working on a new chemical process 
that will take the shrink out of woolen 
fiber, make it possible to wash woolens 
with water of any temperature. 

Yes, there are going to be a lot of 
new talking points after the war and 
a lot of it will be about laundering. 
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Business Girls and Small Apartments 


The market possibilities of either for appliances has not 
: been studied; each will be important after the war. By TOM F. BLACKBURN 
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N an upstairs apartment over a garage in northwest Oklahoma City picture of what the small apartment family needs and can absorb in 
two business girls the way of electric appliances. 
Marian t i fice nager for an aluminum com- Because Miss McCallum is with a utility, the home is supplied with 
Z pany mes from El Reno and attended Park College. Verna McCal- many more appliances than most two room apartments possess. It rep- 
lum, home economist with the Oklahoma Gas & Electric Co., went to resents just about what every couple need to start off housekeeping. A 
e Oklahoma College tor Women washer would be a welcome addition, so would a fan. 
untry which today has from 13 to 15 million women working, Because the best way to study a market is to observe its routine, we 
= they olize the vanced type of business girl. In a nation wher take you through a day with Marian and Verna. and show by means 
é the g ng tage of men has been aggravated by war deaths, they i pictures what they do, what they like, how they operate. In one 
. resent a life without men which will be much more common in the _ pleasant visit with a camera you get an idea of a situation that obtains 
ousekeeping in a tiny flat they present an excellent in ever increasing numbers all over America. Bus; 
orig 
2 
| 
| 
: 
: 
3 
3 
| 
3 
3 
3 
F 
3 
Introducing Miss Marian Taylor of El Reno, Okla., who after graduation from Park Here is Miss Verna McCallum, who was graduated in home economics, and is with Clot 
i College, became office manager for an aluminum company in Oklahoma City. Oklahoma Gas & Electric Co. She likes to eat in bed, you can see. ¢ 
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Bedtime for the bachelor girls finds both of them sharing the same 1.E.S. lamp. Bed- Alarm clock at 6:30 awakens Verna and she jing-jings on the long red braid of Marian 
clothes are tucked away during the daytime under the table that the holds the lamp. to rouse her. Notice the snack that the kids ate the night before. A bedside refrigera- 
Girls sleep in their living room. tor for food would be a nice thing, is Verna's opinion. 
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Busy business girls take bread right out of the sack for toaster, keep the “cow” in the 
original bottle. No time mornings for anything except speed according to these 
modern young women. 


Verna, being a home economist, does the cooking. Note unique arrangement of 
pin-up lamp which permits her to swing it from one side of cabinet to another. 
Hamilton-Beach mixer is widely employed in meal preparation. 
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Clothes are washed in bathtub with aid of Drying of laundry takes place on tiny porch. In 


Where two business girls room together division of labor must be exact. 
plumber's plunger. It works, says Marian. Oklahoma's arid, hot climate, this is a cinch. 


Verna does the family sewing on a portable electric machine. 
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Marian 


rigera- lroning takes place on a board extending from Westinghouse roaster table to breakfast table. 
Note radio and refrigerator in background. Things must be compact in small apartments. 





Furniture in small apartments must be dual pur- 
pose. Opened, this stool reveals family mending. 
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FHA approved construction of these apartment courts, each 4-room apartment being completely equipped electrically, 
including space heaters in living, bedroom and kitchen-dinette. No complaint has been registered by tenants on heating. 





A. C. McMicken, general sales manager, 
Portland General Electric Co. 


’ ITH an abundance of electric 
\ power to be available after the 
the Pacific Northwest is 
looking toward new types of domestic 
load. At present two experiments in 
househeating are under way, one in 
Spokane and one in Portland, Oregon 
which may open up new possibilities in 
this field 

The Portland experiment has taken 
the form of a study of the characteris- 
tics of the heating load when ordinary 
wall-type electric heaters are used in 


war, 


four or five-room houses. The Port- 
land General Electric Co., as early as 
1939 decided to experiment with a 
group of suck homes under controlled 
conditions which would provide first- 
hand data on the highly controversial 
subject of the rability of this type 
of load Portland area. During 
1940 and 1941 some thirty all-electric 
homes were built in the Portland area, 
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With an abundance of electric power avail- 


able in the Pacific 


Northwest after the 


war, experiments are under way in Spokane 


and Portland which may open up new pos- 


sibilities in the electric house heating field 


By CLOTILDE GRUNSKY 


particular attention being paid to 
proper insulation and weather strip- 
ping. Service was furnished under a 
new single-meter rate schedule which 
dropped after the initial blocks of 
power, to take care of usual house- 
hold appliances, to a 900 kw-hr. block 
at 7 mills per kw.-hr. 


Houses Completely Equipped 


The houses were all fully equipped 
electrically for lighting, cooking, re- 
frigeration, water heating and space 
heating. In almost every instance base- 
ments were omitted, thus saving con- 
siderable investment in excavating, in 
concrete walls and floors and in oil 
burning or other fuel-fired central heat- 
ing systems. This saving more than 
offset the additional cost of insulating, 


weather stripping, and the cost of 
electric heaters and heater circuits. 
Although our entry into the war 


stopped this program, the FHA ap- 
proved later construction during 1943 
and 1944 of certain approved apart- 
ment court structures consisting of 
four, 4-room apartments in each struc- 
ture, built by private builders to re- 
lieve the housing shortage. Structures 
of this type containing in excess of 
100 electrically equipped apartments 
were constructed during 1943 and the 
first half of 1944, all carefully insulated 
and fully equipped with electric 
ranges, refrigerators, 30-gallon single- 
unit water heaters and with a 3-kw. 
space heater in each living room, a 
2-kw. space heater in the bedroom and 
in the combination kitchen-dinette, and 
a 1 or 1.5 kw. heater in the bathroom. 
The 2-kw. heaters in the bedrooms 
and kitchen are provided with a double- 
throw switch, so that both cannot be 
operated at the same time. 

While operating data on the apart- 
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Cost of wiring and heaters for a small ho 
of this type (No. 10 in table on opposi 
page), was $345. 


ment structures is meager because ¢ 
the recent date of construction, it maj 
be said that the occupants of bot 
apartments and electrically heate 
single houses have expressed satisfac 
tion in the service, as indicated by 
spot check of tenants. No complaint ha 
been received from any user of thi 
type of heating. Data is available show 
ing energy use by four apartments | 
one of the court structures for com 
plete year which indicates a 
typical of most of tenants. The indi 
vidual maximum demands in these fov 
apartment units occurred in Januar 
1944, as follows: 


30 Min. Time Maxin 

Maximum eman 

Demand Occurre 
Apartment 3506 4.73 kw. 9 p.m. Jan. - 
Apartment 3508 7.38 kw. 3.30 a.m. Jan. - 
Apartment 3510 6.13 kw. 7 p.m, Jan. - 
Apartment 3512 9.76 kw. 11 a.m. Jan.” 







The maximum demand for a simila 
group of apartment courts containiM 
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HEATING NEXT ? 


28 apartments was 107.7 kw. and oc- 
curred at 10 a.m. on Jan. 22. This 
shows a diversified demand of less than 
4 kw. per apartment. The apartments 
are occupied by war workers, whose 
staggered working hours may have 
some effect in diversifying the time of 
individual peak demand. 


Data Not Conclusive 


Says A. C. McMicken, general sales 
manager of the Portland General Elec- 
tric Co.: “It is appreciated that any 
data obtained from the small number 
of electrically heated houses and apart- 
ments now served will not be conclu- 
sive and will not fully answer the 
questions in the minds of many as to 
the desirability of such a load. Nor 
will it tell whether or not it can be 
served profitably at compensatory rates 
and at the same time be competitive 
with other methods of house heating. 
It is very apparent, however, that when 
post-war building resumes in this elec- 
trically minded area, many house own- 
ers will demand electric heat and will 
be willing to pay a reasonable premium 
to enjoy its convenience and comfort. 

“With the limited data so far accu- 
mulated, it is not possible to determine 
the desirability of a large volume of 
house heating load, but it is apparent 
that a considerable number of elec- 
trically heated small homes can be 
served without materially increasing 
investment in distribution system. 
Assuming that in this area ample 
power will be available from present 
and projected federal hydro develop- 
ments, thus eliminating further power 
plant investment on the part of utili- 








In the home at top right (No. 9 
in the table below) seven electric 
space heaters provide ample heat. 
Weatherstripping and rock wool 
insulation cost about $360, but this 
cost was more than made up by 
not having to excavate for a fur- 
nace basement. Above, one of 
the space heaters in the living 
room. At right, a floor plan of 
the house showing the dimen- 
sions of the various rooms. 








Analysis of Electric Heating for 20 Homes, Year 1943} 
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Kwh. 
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ties, the problem is largely one of 
distribution investment and cost of 
power. 


Total 
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“Promised post-war improvement in 
eficiencies of other types of house 
heating equipment and the advent of 
climatized homes will offer serious 
competition to all-electric house heat- 
ing as we now know it. It is appreci- 
ated that there are loads more desir- 
able, because of the poor annual load 
factor and possibly high demand factor 
of electric house heating, but we 
believe it will be possible in some 
measure to offset this condition by 
Promoting and encouraging increased 
uses of energy in those seasons of the 
year when house heating is practically 
non-existant; and we feel that until 
we have a great deal more load of this 
type than we have at present and 
much more reliable information, we 
should remember that we are in the 
business of supplying electric service 
and should endeavor to meet all de- 
mands, if we are to function as an 
electric utility. 

“Our limited experience with the 

(Continued on page 88) 
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piy-Ace Sat: 
Kwh. Billing wh, s) Billing 6 
$190.10 1,344 $20.05 12,622 
143.37 1,232 19.27 8,262 
183.34Sub-meteron Heating 9,066 
.38 1,730 22.76 4,820 
19.07 8,980 
24.34 8,062 
25.76 8,888 
18.02 5,862 
26.12 11,380 
19.05 5,200 
18.91 8,950 
24.41 4,378 
28.85 9,400 
i 17.76 9.494 
143.77 1,236 19.30 8,290 
157.16Sub-meteron Heating 8,262 
20.55 
28.36 
28.73 
24.24 


313,458 $3,328.28 30,536* $405,56° 176,182 
15,673 $166.41 1,696* $22.53" 8,809 


p 
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14,130 

6,258 
10,854 


193.96 1,940 
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159,426 
Average 7,971 
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* Figures based on 18 of 20 homes. 


t This table shows the total consumption for the year 1943 for 
twenty typical Portland all-electric homes. The use of energy for 
space heating was arrived at by assuming that the average use of Rate sched 
energy by lighting, cooking, water heating and app.iances during 


1945 


(Col. 4—4xCol. 5) 
Kwh. Billing 


1.21 
$1,514.91 


$75.74 1.11 


Cu. Ft. 


c 
95c. 


the months of July, August and September would also be the aver- 
age for the other months and that the remaining kilowatt-hours were 
used by the space heaters. This actually gives space heating a little 
the worst of it, as winter lighting and possibly cooking usage would 
be somewhat greater than in the summer months. 

A om First 50 kwh. 3.5c; next 75, 2.5c; next 100, 1.5¢, 
next 900, 7 mills; over 1125, 1¢; minimum $.85. 
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won't run all 





With industrial loans bringing small return, leading 
banks in Philadelphia are cooperating with the 
Electrical Association in a campaign to promote 
home modernizing, adequate wiring and, eventu- 
ally, appliance sales through loans to home-owners 


By LAURENCE WRAY 





O 


Perhaps the situation is exaggerated, 
but lots of families have moved into 
other homes and looked in vain for 
sufhcient wiring or enough outers in 
the right places for their many electric 
appliances. So they are forced to use 
double plugs and triple plugs — often 
with disappoinung results. 


War shortages may compel them (and 
you ) to put up with “octopus outlets.” : 


Even with the Best of Luck 


O-ttat. 


r 194X Electric Appliances 






But look ahead to the time when you 
can again purchase new clectric 
labor-savers. Your present wiring sy 
tem is not able to cope with them, so 
plan now to bring your home up to 
convenience outlets just as soon as the 
materials are available. Better still — 
set aside one or more War Bonds for 
this purpose. 





ptm ELECTRICAL ASSOCIATION OF PHILADELPHIA ( 
aa. 71 
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r~, NE of the smartest tie-ups in 

() an electrical industry promo- 

tion has just gotten under way 
in Philadelphia—home of the tradi- 
tional conservative Quakers. Under the 
sponsorship of the Electrical Associa- 
tion of Philadelphia, and actively pro- 
moted by that organization, a plan 
which contemplates the local financing 
of home modernization, renovation, 
wiring and eventually electrical ap- 
pliances and equipment, has been 
launched in cooperation with leading 
banks in the territory. 

To be sure, this is no altruistic move 
on the part of the bankers. Their 
vaults bulging with money, industrial 
and commercial loans bringing in a 
small return interest-wise, and with a 
record of expanding business being 
done by their new competition, the 
finance houses, they have finally seen 
the handwriting on the wall and de- 
cided to get their feet wet in the profit- 
able field of consumer credit. 

With little more than six weeks 
start, six of the leading banks in Phila- 
delphia—the Pennsylvania Co., the 
Liberty Title and Trust Co., the First 
National, the Provident Trust Co., the 
National of Germantown & Trust Co. 
and the Germantown Trust—have em- 
barked on a direct mail campaign to 
their depositors and customers with 
offers to lend money for improve- 
ments to the home. The services they 
offer, in many cases, also include loans 
for business property improvement, 
education, doctor and hospital service 
and a number of other legitimate needs 
of the average family. Most of this 
money-lending activity is lumped un- 
der the general heading of “Consumer 
Credit Department”, or a similar de- 
scriptive phrase, but it represents 4 
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new departure for the conservative 
banking tradition. 


The Wiring Drive 


With appliances still one of the 
major casualties of the war, the present 
campaign is partially in the nature of 
promotion and ground work. But the 
Electrical Association happens to be 
engaged in a widespread newspaper 
campaign to convince Philadelphia 
home-owners that a modern electric 
wiring job is a No. 1 preliminary to 
running their new electrical appliances 
in 194X. This is the well-known 
“Octopus Outlets” drive, the symbol 
of which has become a_ household 
phrase by now in the City of Brotherly 
Love. Naturally, the banks jumping 
into the financing of wiring moderniza- 
tion ties in beautifully with the Asso- 
ciation’s promotion. 

The Association, according to John 
A. Morrision, its aggressive manag- 
ing director, first got out a folder 
called “Take These Three Steps to 
Modern Living.” Nearly 160,000 of 
these folders have been mailed to date 
by the six cooperating banks, to a list 
of their depositors and customers. The 
banks, incidentally, pay half the cost 
of the folder. The three steps in order 
are as follows: 

Step. No. |1—Repair. . .Remodel. . .Modern- 
ize. . .Renovize Your Home (Suggestions in- 
clude insulating and weather - stripping, 
painting and repair, modernizing plumbing 
and heating, re-roofing and re-flooring, mod- 
ernizing the kitchen with new cabinets, cup- 
boards and sink, and fixing up the laundry 
with new tubs and other equipment). 

Step No. 2—''Put Modern Electric Wiring at 
the top of the list of ‘things to do'” Here 
it is pointed out that “whether or not you 
can fully enjoy them (modern appliances) 
depends upon three things: (1!) sufficient 
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wiring going into the home, (2) enough elec- 
tric circuits throughout the home for every 
purpose and (3) enough switches and out- 
lets, conveniently placed. 

Step No. 3—A List of a few of the things 
you will want as soon as they are available. 
IWustrated and described under this post-war 
want section are (1) a “drudgeless” laundry 
with automatic washer, ironer and water 
heater, (2) eye-saving light, (3) seeing as 
well as hearing by radio, (4) air condition- 
ing, (5), a real electric kitchen with electric 
range, refrigerator, coffee-maker, roaster, 
mixer and dishwasher, and (5) a home 
freezer. For all these things, the folder 
points out, you need modern electric wiring. 


On the back page of these folders 
is the name of the bank which adver- 
tises its “Personal Loan” or “Con- 
sumer Credit” department and urges 
home-owners to borrow money for a 
more comfortable home, modern elec- 
tric wiring and post-war electrical 
appliances. The name of the Electrical 
Association of Philadelphia does not 
appear on the folder, it being a piece 
of straight bank promotion on their 
loan services. While six banks to date 
have sent out 160,000 of these folders, 
more banks are coming into the pic- 
ture, Mr. Morrison said, and eventu- 
ally it is hoped that most of Phila- 
delphia’s 40-odd banks will be promot- 
ing the electrical way of living. 


The Bank's Reaction 


Undoubtedly, the Philadelphia ex- 
perience is one of the fore-runners of 
what will be a considerable change of 
heart and business methods on the part 
of banks nationally. A recent survey 
by the American Bankers Association 
brought a response from 11,000 out of 
15,000 member banks throughout the 
country and of the 11,000 responding, 
10,500 declared that they were opening 
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Consumer Credit departments. In the 
years before the war, when appliances 
and automobiles, among other con- 
sumer items, were being sold in enor- 
mous quantities, the banks saw the 
financing of this impressive volume of 
consumer paper go into the hands of 
national finance houses. In the mean- 
time, interest rates on their regular 
business dropped steadily. The success 
of Personal Loan departments, from a 
credit loss standpoint, induced many to 
broaden their activities in this field. 
The Philadelphia move to get into the 
field of consumer financing of home 
modernization, adequate wiring and 
appliance paper is a natural outgrowth 
of this trend. 


The Wiring Market 


It is not a simple matter to gauge 
the exact potential market for wiring 
modernization in a metropolitan area 
as large as that of Philadelphia. While 
the advertising and promotion, such as 
the “Octopus Outlet” campaign are 
running, it is difficult, nevertheless to 
ascertain just what effect the promo- 
tion is having on the individual home- 
owner. To correct this unknown 
quantity, a small survey, in which 4,087 
of the 600,000-odd residential cus- 
tomers of the Philadelphia Electric 
Co. were sampled, was conducted over 
the entire territory served by the com- 
pany. 

It was found that more than 15 per- 
cent of these customers contemplated 
making some change in their home 
wiring when materials and labor were 
once more available. For example, 
without any leading questions or other 
prompting from the interviewers, cus- 
tomers expressed the need for 960 ad- 
ditional outlets, 207 additional wall 


mmercial loans bringing in a small return 
the record of expanding business being 
n, the finance houses, banks, have fin- 
ng on the wall ond are going out after 
rden of personal loans for home mod- 
adequate wiring and appliance financing 







































JOHN A. MORRISON, Monaging Director, 
Electrical Association of Philadelphia 


switches and 80 miscellaneous wiring 
jobs. 

Since this sampling of the utility’s 
customers indicates that about 15 per- 
cent contemplate having some addi- 
tional wiring installed, it is assumed 
that, with a reasonable amount of pro- 
motion, the figure could be expanded 
to about 25 percent of the customer 
list. That would point to a wiring 
market of about 150,000 residences. 
Figuring minimum installations at ap- 
proximately $5 and average installa- 
tions at about $25, a conservative esti- 
mate of the pggsibilities points to a 
wiring market in the region of $3,750,- 
000. Using a figure of $10 as repre- 
senting the average installation, the 
market would still amount to $1,500,- 
000. 

In the financing of this wiring busi- 
ness, according to Austin Monty, who 
heads up merchandise sales for Phila- 
delphia Electric, the utility will take 
care of those which run from 
$25 (the minimum figure at which 
financing is available) to $60. From 
there on the banks will step into the 

(Continued on page 74) 
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Ah RECORDS 


As the sale of 650 electric refrig- 


erators and more than $125,000 
in radios annually turned in by the 


Pennsylvania firm of J. H. Troup 
hit the skids during the war, this 


company rapidly increased its disc 
This store in Harrisburg, Pa., is one of the two J. H. sales above the $100,000 mark. 


Troup outlets which together grossed $171,500 in radio 
sales three years ago and annually placed around 650 electric 
refrigerators in consumer service. 


A warehouse stock of 1700 radios, backing up the 250 models on display in the two 3 Entrance to this new record layout, recently completed, is between a row of album 

stores when further manufacture of sets was prohibited, made sailing comparatively island racks, self-service type, strung down center of the floor—end of first one shows 

easy until lest year for J. H. Troup Jr., standing, and his brother, Charles S., who now at right—and counter at left with built-in, lighted display, glass covered, in rounded end 
are bullish on the phonograph record market. facing towards store front. 


Another view of the cashier and wrapping counter which fronts on the conventional Progressing deeper into department, next on left is a room chiefly devoted to albums 

type of shelving carrying bulk of store's record and album stocks. The efficient light- displayed in self-service racks built into the walls. Another large island rack (not 

ing arrengement—note above counter—blends quietly into the natural wood finish shown) in center of store, facing this section, shields room from all other floor activity. 
used throughout in construction of this department. Lighting tone here also is restful. 
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Interior of one of the five listening booths banked along left wall toward rear 
of department. Average size is 8 feet wide and 10 feet deep. Firm now is con- 
sidering installation of built-in furniture to provide ample seating when the whole 


family comes record shopping. 


ITH more than 250 models on 
W sissies in the radio depart- 

ments of their two stores in 
Pennsylvania, John H. Troup Jr., and 
his brother, Charles S., partners, were 
comfortably sitting on a warehouse 
stockpile of 1,700 addifional sets when 
the industry. stopped manufacture of 
radios for civilian use. Their two re- 
frigeration departments, which in a 
good year together placed around 650 
electric boxes in consumer service, also 
were well fortified at that time by 
above-par stacks of uncrated mer- 
chandise. 

In 1941, while factory shipments to 
dealers continued at a normal gait and 
retail competition all along the line re- 
tained its prewar complexion, their re- 
frigeration sales held steady at the 
650 level. The radio departments of 
their two outlets, one in Harrisburg 
and the other in Lancaster, then 
showed a combined gross of $126,000. 
The following year, as some of the 
other dealers up and down the street 
scraped the bottom of the barrel, the 
gross sales total of the Troups’ radio 
departments jumped to $171,500 and 
refrigerator sales also posted a new 
high. 


Troup’s Radio Operation 


As late as ’43 the firm still carried a 
wide selection of models in the two 
radio displays, gross sales in this divi- 
sion of the business totaling a fraction 
over $145,000, but by that time refrig- 
erator sales were only a pleasant mem- 
ory. Along in ’44, radios finally bowed 
out of the Troups’ retail operation. 

The company’s service divisions in 
the radio and refrigeration fields an- 
nually show a modest profit. In the 
face of the critical manpower situation 
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and the acute shortage of repair parts, 
however, no expansion was undertaken 
nor is now planned in this direction. 
Neither did the firm promote any new 
lines as wartime fillers. Nevertheless, 
the Troups continue to coast along 
comfortably, thanks principally to one 
product: the phonograph record. 

At the end of the past year their 
record inventory, spread between the 
two outlets, totaled approximately $45,- 
000. The annual turn-over in stock 


7 Assigning booths to customers, counter girl 
throws switch—see her left hand—so tubes 
in record player will be warm the moment disc 


is placed on machine. 


during recent years always has been 
better than two-and-one-half times. 
The average annual increase in gross 
sales of the discs for the past several 
years has exceeded 20 percent. Gross 
on records this year will probably ex- 
ceed $130,000. 

The business was founded in 1881 
at Lewisberry, a village ten miles 
south of the state capitol, by the father 
of the present partners. In 1900 he 
moved into Harrisburg where he 





° 4 The large island racks spaced along the center of the floor, setting this depart- 

ment off from the rest of the store, were constructed with wide shelves which 

easily accommodate several copies, in depth, of any album, no matter how thick, 
thus reducing to a minimum the usual restocking problem. 
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8 Small lamps in another panel behind coun- 


ter—upper left corner of picture—tell her 


which booths are in service, thus eliminating any 


interruption of listeners. 


opened the J. H. Troup Music House, 
the name under which the business 
still is conducted. Harrisburg today 
has a population of 83,893 and there 
are another 65,000 persons dwelling 
in the surrounding trading area. 

The two sons stepped into the radio 
field early in the Atwater-Kent era. In 
1941 their radio lines included Strom- 
berg, Magnavox, Zenith, Philco, RCA 
and Emerson. The Harrisburg outlet 
displayed a total of 150 models on the 
second floor of the store. Pianos were 
carried on the third floor and the 
piano repair department on the fourth 
floor. The radio service department 
took over about half of the basement. 


Lancaster Outlet Opened 


The Lancaster outlet was opened in 
1916, moving into its present location 
two years later. The radio department 
in this outlet carried 100 sets on the 
display floor and in this field usually 
made an excellent showing against the 
Harrisburg store. Of the total popula- 
tion residing in these two trading 
areas, approximately 38 percent live 
in the Lancaster sector. This store, 
however, was credited with 44.4 per- 
cent of the total radio sales dollar vol- 
ume reported by the company in 1941 
and with 43.8 percent ($74,500) of the 
$171,500 radio gross the following 
year. In 1943, when stocks of some 
models were exhausted, the Lancaster 
store fell off the selling pace, ringing 
up $47,000, a scant 33 percent of the 
$145,000 total. 

The firm set up refrigerator depart- 
ments in both outlets in 1935 when it 
was granted a franchise by the Kelvin- 
ator Co. The Lancaster store imme- 

(Continued on page 106) 


PAGE 31! 





A Symposium of Dealer Opinion on 


Post-War Applian 
Service 


Appliance repair has been a life-saver 


to many dealers during the war... 
Will their services departments be 
retained after the war? In the follow- 


ing article, a score of successful 


operators discuss four general plans 


governing post-war repair policy 


under which they will operate 


UERY the average electrical ap- 
plia lealer along Main 
Street about his plans for post 
ire one buck against 
a burned out fuse he'll lead off with 
hing about selling. Furthermore 
as long as he keeps talking he'll stay on 
that selling track, without hitting any 
switches, as he stresses his plans for 
sales, sales, sales—and then more sales. 


Question them regarding their proj- 


ected plans for their appliance service 

departments, however, and the picture 

immediately becomes very ynfused 

There seems little common ground of 

agreement even between a c yuple of 

leale vinging almost identical oper- 
n ve imilar territories 


One dealer recently wrote ELec- 
TRICAL MERCHANDISING as follows: 


“Although I now am servicing all 
makes of all appliances, I have been de- 


bating with myself the advisability in 
, 


var of repairing only those appli- 
ances which we actually sell through 
the store While in normal times I 
never made uch money repairing off- 
ur nerchandise, I know this factor 
ff se ale new appliances 
ide on leads secured through this 
type of service. Frankly, I would like 
to know which plan most dealers now 
de advisable f war. Are 
the boy lung up \ ind either 
plan as e de ediy Dette policy tor 
tne tuture 


Four General Pians 


Brief chats along these lines with a 
score of dealers scattered through sev- 
eral states uncovered four different 
methods of operation for the service 
department in post-war. And each of 
these policies, so far as it related to 
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service coverage, had two or three 
stout backers who asserted their pro- 
posed plan was far superior to the 
thers, 

In general terms, primarily regard- 
ing appliance repair coverage, these 
four plans are as follows: 


1. Repair any and all appliances for any- 
one, provided only he appears able to pay 
for the job, anywhere in the territory. Main- 
tain a service department capable of han- 
dling the normal repair load which comes 
out of the territory in good times. If the 
load eases off, back the department with 
increased advertising for a fair length of 
time rather than make any cut in personnel. 

2. While limiting repairs to brands stocked 
in the store, take on all customers, old and 
new, requiring service on these brands re- 
gardiess of where the appliance originally 
was purchased. 

3. Limit repairs strictly to actual sales 
made through the store. Hold the service 
department down to the absolute minimum. 

4. Eliminate the service department en- 
tirely. Handle all free service, given under 
guarantees, through some local service cen- 
ter. Refer repair calls, made by store's cus- 
tomers after expiration of free service, to 
this same service center. 


sriefly, along with a few words out- 
lining their background in the business, 
here are the opinions expressed by some 
of the dealers with whom this general 
question was discussed. 


Dealer Opinions 


The lead-off man is Fred Nahr, 
owner of Burns Appliance Store, near 
the center of Trenton, N. J., where he 
has been located for more than a 
quarter of acentury. In the good years 
before the war Fred sold close to 300 
electric refrigerators and more than 
400 washers annually. Strongly advo- 








HENRY SPIRE 
“Our policy, now and post-war, is never to 
let anyone down on service.” 


R. B. ALLEN 


"Policy No. | not only pays its own way, it 
also boosts store sales.” 














PAUL M. JOY 


“Our service department always will repair 
every appliance possible.” 
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FRED NAHR 
"No repair work for me in post-war. 
farm it out to service stations." 





W. D. BRADLEY 


“The more radio service we can get in post- 


war, the happier I'll be." 


MICHAEL VOCATURO 


“l intend to concentrate all energy om sales. 


‘ll use plan No. 4." 
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Typical of the progressive dealer's service set-up is the repair shop (above) operated by the Schoss-Read 


cating policy No. 4, he now says: 

“l never again expect to tackle serv- 
ice in a big way; not after the ex- 
perience I had in 1929 when I swung 
all I could handle but failed to make 
any money out of it. In normal times 
I don’t see how a dealer can make any 
money out of service unless he charges 
so much that the customer thinks he 
is being robbed. That sort of impres- 
sion in the customer’s mind certainly 
doesn’t lead to future sales. In those 
days we carried four repairmen in the 
department and I would have been 
happy to break even. In post-war I 
hope to slide out of practically all 
service by passing it along to service 
stations specializing in repairs. Fortu- 
nately, we have both a good appliance 
service center and a good radio repair 
outfit in this city so I’m all set. I'll be 
able to reduce service to a simple book- 
keeping operation.” 


Another Dealer's Siant 


Trenton there is another 
dealer, Michael Vocaturo, progressive 
owner of a _ neighborhood outlet 
(Michael’s) about a mile from the cen- 
ter of the city, who is leaning towards 
Nahr’s idea for post-war service. 
Michael’s prewar peak on refrigerators, 
for example, was an even hundred. 
Currently working under plan No. 3 on 
appliances, his policy on radio repairs 
is wide open. Vocaturo explains the 
situation as follows: 

“Service on appliances currently is 
limited strictly to those purchased 
through my store but repairs are made 

n all radios regardless of brand or 
where purchased. This policy will re- 
main in force until both radios and 
ppliances again are plentiful in the 
arket. Then I intend to concentrate 


Also in 
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all energy on sales so I wish to lighten 
the service headache every way pos- 
sible. Service undoubtedly will be 
turned over to capable service centers.” 


To Service Own Lines 


At Chambersburg, Pa., the Modern 
Home Appliance Co., owned by the 
four. Butz brothers, now carries on with 
plan No. 1 but will shift over to plan 
No. 2 after the war. Stanley Butz 
speaking : 


“These days we put all our time into 
repairs on all types of appliances and 
all makes. This will give us some valu- 
able new business in the future. After 
the war is won, we will confine our 
service operation exclusively to brands 
stocked in our outlet. On these brands 
we will be able to carry a complete line 
of replacement parts, ordering them 
from those companies with whom we 
deal when we buy our merchandise for 
the sales floor.” 


At Hummelstown, Pa., a town of 
3,000 population, Spire Electric, now 
operating on plan No. 1, will stick to 
their guns in post-war. In 1940, to 
give you a picture of this operation, the 
company cleared three carloads of re- 
frigerators along with 75 electric 
ranges, nearly 150 washers and 240 
large radios plus a raft of small sets. 
Regarding their service policy Henry 
Spire says: 


“We take everything from a broken 
shaver to an oil burner regardless of 
brand or where purchased or whether it 
is an old customer or one we’ve never 
seen before. In normal times we lose 
money in the service department, but 
this policy pays off later in the sales 
column. In a small community like 
this you can’t afford ever to let a cus- 
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tomer down. Wartime or peacetime, 
we'll stick to this policy.” 


Service Helps Traffic 


Next let’s hear from R. B. Allen of 
the Allen Electric Shop, Red Bank, 
N. J., which has a population of 15,000. 
Here’s his slant: 


“Prewar, wartime, or post-war when 
appliances again become plentiful, I'll 
repair any and all appliances I pos- 
sibly can handle. First, this work 
shows an immediate profit. Next, this 
policy adds to store traffic with a re- 
sultant increase in store trade. Ap- 
pliance repair often leads immediately 
to replacement sales. At other times it 
leads to electrical work in the home and 
sales of appliances at the home. For 
example, the drug store’s $1.98 iron 
with the heating wire pulled around a 
porcelain tube goes to hell in a month, 
A customer brings one in to us and 
leaves it here. We pull it apart but 
don’t rebuild it before the customer re- 
turns. Then we show it to her—and we 
also show her a $3.98 to $5 iron at the 
same time. The latter two have a 
sealed workmanlike element and carry 
a guarantee. It’s then easy to demon- 
strate how these can be repaired while 
her drug store iron can’t be rebuilt 
even for the original cost of the iron. 
We sell better than 40 percent of these 
people on immediate replacements. We 
get some of the others later. 

“My service department costs me 
very little. I break in an inside man. 
When store trade is light, he works at 
the repair bench. Nearly every week 
he pays his salary through profits made 
at that bench, That’s the way it worked 
for five years preceding the war and I 
don’t see why it shouldn’t be the same 
in post-war.” 





Electric Co., Ogden, Utah. 


In this same town, the Good House- 
keeping Shop in 1942 reported gross 
sales of $55,006 while paid service the 
previous year amounted to $1,254. Last 
year the service department went over 
the top for more than $14,000. Paul 
M. Joy, the owner, says: 


“Regardless of how high sales may 
be riding in good times, the appliance 
dealer has got to take some sour milk 
along with the cream. I used to think 
of service as a necessary evil—but no 
longer. I’ve proved the department can 
be a money maker in wartime and I 
believe it can be made to pay modestly 
in post-war. Anyway, service is a 
direct obligation on the appliance dealer 
so he has to carry this department. 
Therefore he might as well make it 
pay. Frankly, I’m going to keep 
pounding on service after the war. I’ve 
learned the angles and now I don’t in- 
tend to shove the department back in a 
rear corner of the back room again. 


“During this period we have taken 
on all comers with all appliances. In 
post-war my own customers naturally 
will rate the priority on service but 
we'll continue to take on everything 
we possibly can swing. This policy 
pays in store sales, pays in home leads, 
and pays directly into the till. The 
more new customers I can make for the 
store and the more new prospects I can 
meet through a service department in 
troduction, the happier I'll be. We will 
impress our service facilities on every 
customer who is a prospect for an ap 
pliance. We can do that almost auto- 
matically through the store. At the 
same time we’ll continue to handle any 
thing and everything we can repair 
properly at a reasonable charge to the 
customer.” 

(Continued on page 86) 
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Servicing HAMILTON(F 





It doesn't pay to try to repair broken or worn beaters 

as it is difficult to get them to mesh correctly. Replace- 
ments from the factory are easy to get and work out much 
better. 





You can see how easily the gear housing lifts off when y | Here's a look at the gear housing with gears, shaft, 
this is done. washer and grease removed. 


Repairing Worn Gear Shafts 
Which Have Become Noisy 


The owner usually says that the mixer has be 
yme noisy and there is some beater interference. 
Chis is the result of the shaft couplings becoming 
worn round. To repair, you remove the head and 
take the shaft from the gear housing. (See 6). 
One gear shaft is set in the form of a diamond, the 
other square when ready for reassembly. The 
hafts must be set in that position, otherwise gears 
are out of time which results in beaters striking, 
ilso binding on worm of armature shaft. 
Get a little pan and remove the grease from the gear 8 Take a knife and pry loose the gear shaft felt packing. 
housing. Wash the housing out with a cleaning fluid. 


1 First step of all is to take off the handle screw. 





5 Use a screwdriver on the gear set screws. 





Put the gear housing and component parts in the pen 
and clean before reassembling. 
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VIBEACH MIXERS 


To Replace Worn 
Carbon Brushes 















Off comes the motor bracket revealing the “innards” 
of the mixer. 





ear shafts. 


Here's the slipring brush holder on the Hamilton-Beach 
mixer. It controls the speed. 





Motor Troubles 


When the motor runs irregularly or won’t run 
at all, the chances are that the condensers are 
shorted or dead and must be replaced. You go 
about it this way: 


Slacking, or failure to run, often indicate that motor 
brushes need replacing. Hand shows how to get at 
them on a Hamilton-Beach motor. 









pars, shaft, 





2 Take out the cap and up pops the spring with the 4 With these out, the motor cover slips off. 


brush attached. 


1 First remove the motor bracket screw. 


(Continued on next page) 
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HIS is one of a series of “how to” service articles on specific 

makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941}; ranges (August, 1943); 
Maytag washers (April and September, !942); Knapp-Monarch 
toasters (November, 1942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, 1943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, 1943); Blackstone 
ironers (May, !943); wringers (September, | 943); Universal irons (May, 


{ 1943); washers (July, 1943); percolators (October, 1943); toasters 


(November, 1943); cleaners (April, 1944); ranges (August, 1944); 
waffle irons (December, 1944); Lovell wringers (June, !943); Hotpoint 
ranges (June, 1943); Apex washers and ironers (July, !943); Easy 
washers and ironers (August, 1943); Chromalox electric range units 
(September, 1943); Thor washers (September, !943); Norge refrigera- 
tors (November, |943); Bendix washers (November, !943); Gibson 
refrigerators (December, !943); Telechron clocks (February, 1944); 
Dexter washers (March and April, 1944); ABC washers (April, 1944); 
1900 washers (May, !944); Crosley refrigerators (June, 1944); Auto- 
matic Laundry Queen washers (July, 1944); Frigidaire refrigerators; 
Frigidaire ranges (September, 1944); Horton ironers, washers (Octo- 
ber, 1944); Electromaster ranges (November, 1944); Kelvinator re- 


frigerators (February, |945); Wileox-Gay record changers (March, 
1945). 
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Servicing HAMILTON-BEACH MIXERS — ccontinuea from page 35) 


9 With a screwdriver remove the contact plate to one 13 Loosening 2 brush holder to plate screws. 
side to make way for removal of armature. 


With a socket wrench loosen the contact plate retain- 1 The armature is now being slipped out from the 14 Pushing out resistor and condenser assembly. 
ing nut, motor. 





7 The contact plate retaining nuts are now taken off. 11 Here is your armature ready for repairs or replace- 


aati 15 Resistor and condenser partially removed. 





8 Remove field contact plate. 12 The speed control plate is being taken off the 16 Removing condenser ground wire screw. 
armature, (Continued on page 39 
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Circulation is a magazine’s strength. With a half million more than the 


next publication, Farm JouRNAL is the country’s largest rural magazine. 


COMPARATIVE CIRCULATIONS, 1944* 


pS eee ee ll 
Country Gentleman . ...... . .. 2,023,353 
OS 
Successful Farming ....... . . 41,136,550 


*Latest A. B. C. statements 





Say “welcome” to farm customers. Stock and display these products which 


they see advertised in current issues of FARM JOURNAL. 


ALCOA ALUMINUM GENERAL ELECTRIC SPEED QUEEN WASHERS 
ARMCO STEEL KELVINATOR U-C LITE 
BURGESS BATTERIES K-M ELECTRICAL APPLIANCES =—nivERSAL APPLIANCES 

F. E. MYERS & BRO. CO. 
BURKS WATER SYSTEMS wet U. S. ELECTRIC BATTERIES 
ESTATE RANGES Price ORO UNITED STATES STEEL 
EVEREADY FLASHLIGHT BATTERIES PHILCO PRODUCTS WESTINGHOUSE PRODUCTS 
FRIGIDAIRE RCA PRODUCTS ZENITH RADIOS 







Of the “Big Four” general magazines — Life, Saturday 
Evening Post, Collier’s, FARM JOURNAL—FARM JOURNAL 


is the only one that covers the rural market. 





GRAHAM PATTERSON, Publisher 
Washington Square, PHILADELPHIA 5 


‘. 
on page 3Y 
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SPARTON’S EXCLUSIVE DEALERS 


i 


© 5 


S.C.M.P. 


can meet any postwar competition 


WITH THE $.C.M.P’ 


EMEMBER the price cutting, dumping . . . 
the “wholesale-retail” racket? 
Remember the long paper-profits that wound 
up as red ink? 
Not pleasant to recall but perhaps it’s a good 
thing to bring these things back to memory 
now .. 


With 125 manufacturers instead of 57 fight- 
ing for the market. 


Good dealers will be offered the world with 
a fence around it. 


But name one manufacturer other than 
Sparton who has a proved merchandising plan 
that protects the dealer. 


After Victory is won, there will be new 


and finer Spartons—radios and combinations 
with FM, of unsurpassed performance. All in 
beautiful cabinets created by America’s lead- 
ing designers. 


Name one other manufacturer who can give 
you high quality radio sets in volume at prices 
that will make you competitive with even the 
biggest Chains and Mail Order Houses. 


Name one other who has adopted an exclu- 
sive dealer policy and stuck to it. 


You can’t. 


Well, then, why not ask us if the Sparton 
franchise is still available in your community. 
It may be, although we are making dealer 
appointments very fast right now. 


Radio and Appliance Division — Plant 5 
THE SPARKS-WITHINGTON CO. - JACKSON, MICH. 


* Sparton Co-operative Merchandising Plan. An exclusive method of profitably 
“ i. ™ A retailing radios and home appliances that has been and is being adver- 


tised regularly to consumers in leading magazines as the Sparton Way. 
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ONLY ONE DEALER IN EACH CITY AND TOWN 


Check These Profit-Increasing Features 


* One exclusive dealer in each area 
* Direct factory-to-dealer shipment 
* Landed dealer cost prices 

* Low consumer prices 

* National advertising 


* Factory prepared and distributed 
promotion helps 


* Seasonal promotions 
* Uniform retail prices 


* Products styled by outstanding 
designers 
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17 Take the scissors and cut the tape from the field and 
condenser leads. If you don't know how they go 
back together, better mark them now for future 
identification. 


18 The right way to separate the field and condenser 
lead connections is by unsoldering—not by cutting. 


19 Here you see the condenser and resistor assembly 
removed. 


Removing the Motor Field 


This repair is rarely necessary but sometimes 
has to be done when the mixer is dropped and 
broken. 


] The moter cord is being removed from the field and 
condenser leads. 
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Servicing 
HAMILTON-BEACH MIXERS 


(Continued from page 36) 


Loosen the cord retainer with pliers and the cord slides 
right out. 


Again with your socket wrench remove the field stud 
retaining nut. 


4 Using a screwdriver pry loose the field brush holder 
clips. ° 


5 Loosen the field studs. 


1945 


6 You now find that the field assembly slips right out. 


Hints on Reassembling 


ee. Nes 
PH es 


Take a look at the food mixer motor and base assem- 
blies and component parts. 


be cthientecoelle 


Here is the gear housing cleaned and ready for assem- 
bly of gears, shafts, etc. 


3 First of all slip on new felt grease retainer washers. 
(Continued om page 100) 


PAGE 39 





te ne ee 
cy 


* os avs 
7) Testing pre-war low-temperature §f 


cabinets at Frigidaire 


“ey Soret 















































Royo) SoM gale lolol ig-Miclm R-tolo(-TedallMaalaeltie |. 











PAGE 40 APRIL, 1945—ELECTRICAL MERCHANDISING 

















 hcegeae kg HOME FREEZERS will reflect 
the experience of the companies that make them. 
Experience in manufacturing. Experience in research. 
That’s why the Frigidaire Dealer looks forward with 
confidence to the time when he will be selling the 
new Frigidaire home freezers. For he knows that 
Frigidaire’s experience in manufacturing and research 


is unmatched in the low-temperature field... 


Experience in manufacturing. Frigidaire pioneered 
in engineering low-temperature cabinets . . . for nearly 
a quarter-century has been manufacturing this type 
of cabinet, the direct forerunner of the modern 
home freezer. During this time more than 350,000 
such cabinets have been built and sold by Frigidaire 
—more than by any other manufacturer. And this is 
in addition to all of Frigidaire’s closely related expe- 


rience in manufacturing equipment for locker plants 


BUY AND KEEP 
MORE WAR BONDS! 


.. EXPERIENCE 
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RS)| for Frigidaire Dealers to sell? 


” 


and general commercial use~—and in manufacturing 


millions of household refrigerators! 


Experience in research. Customer research to 
determine what prospective users want and expect 
in home freezers. Frozen-food research to check these 
requirements and to develop maximum “usability” 
for home freezers. Engineering reseagch to apply the 
scientific skills of Frigidaire and General Motors to 


the designing of the finest home freezers possible. 


What will the new Frigidaire Home Freezers be 
like? The answers to that question will be decided 
in test rooms like the one pictured here. But of one 
thing you may be sure: Frigidaire experience, allied 
with Frigidaire facilities, will produce the kind of 
home freezers the public wants and needs . .. at prices 


that will mean volume sales for Frigidaire Dealers! 





RADIOS 





Sonora 


WILL DELIVER 


37 


NEW RADIO AND 
RADIO-PHONOGRAPH 
MODELS! 


Wide-awake dealers want more than merely the as- 


Theres No Guesswork About 


surance of merchandise when Uncle Sam gives the 
word for the manufacture of civilian radios. These 
alert merchants wisely want evidence now that the 
lines they sign up for today will give them maxi- 
mum volume with the least selling expense or effort 
when the free-for-all competition begins. 


That's why the Sonora franchise will be meeting 
with such wide favor with the keenest retail radio 
merchandisers in the country. SONORA’S cards are all 
on the table — face up! We're all set to go with 37 
sure-fire models. A complete line with a capital ‘‘C”’ 
— including every kind and type of radio in the big 
demand brackets—from deluxe F-M combinations 
straight through to compact portables. 


Every one designed and engineered to meet every 
taste, every purse, every use. And every SONORA 


onor 


Clear asa Bell 








Radio—regardless of size—will be distinctive for its 
famed “Clear As A Bell” tone. This means a clear- 
cut selling edge over competition—because when all 
is said and done—TONE CLINCHES THE SALE! 
And when it comes to tone,remember—SONoRA has 
been associated with tone engineering for more than 
30 years! In eye-value and tone-value, every SONORA 
must and will be the best in its price class. 


GET THE FACTS! . 


Sonora looms as the big competitive line! Regard- 
less of where your store is located or its size, it will 
pay you to investigate the protection and assurance 
the Sonora Franchise will give you. Contact your 
nearest SONORA Distributor, or write to Sonora 
Radio & Television Corporation, 325 North Hoyne 
Avenue, Chicago 12, Illinois. 





HOME ENTERTAINMENT AT ITS BEST 
* TELEVISION SETS + RECORDS + PHONOGRAPHS +- RECORDERS 
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48-Hour 


CLEANER 
SERVICE 


Vineyard & O'Neal Appliance Co., 


Atlanta, have made a specialty of 


fast service on vacuum cleaner re- 


pairs to help out customers in wartime 


AKING a “clean sweep” of the 

vacuum cleaner business in its 
territory is a specialty with Vineyard 
& O’Neal Appliance Co., Atlanta, Ga. 
The concern gives a 48-hour service, 
servicing all makes and carrying a 
supply of parts which enables it to 
advertise as “The Vacuum Cleaner 
Supply House.” 

The company is run by two old 
vacuum cleaner men. They are G. R. 
Vineyard, for 10 years with the Hoover 
Co., who is manager, and Victor M. 
O’Neal, who is also owner of the 
Filter Queen Sales Co., which operates 
a successful store in Knoxville, Tenn. 

“We are getting some pretty old 
models these days, running up to 15 
and 20 years old,” said Mr. Vineyard. 











“It will surprise some dealers and 
service men to know that we are even 
going out and soliciting business, that 
is punching doorbells. This is some- 
what surprising to housewives, too, as 
they have been told in some cases that 
it was almost impossible to get a 
machine fixed. 


Service Charges 


“In servicing cleaners we do only 
what is necessary and charge accord- 
ingly, our rates being $2.50 per hour 
plus any needed parts. We know that 
the average housewife doesn’t know 
what is wrong with her machine and 
an unscrupulous service man may tell 
her it is a burned-out motor when all 
she needs is a new fan belt, new 








ARSh rm a 





Service department of Vineyard & O'Neal Appliance Co., Atlanta, Ga., which 
makes a specialty of vacuum cleaners 


brushes or some minor adjustment. 
For that reason we lean over back- 
ward in our endeavor to play fair with 
the customer. We want her to know 
that she is getting and did get her 
money’s worth. Where the machine 
needs it we do feature a complete re- 
conditioning service, that is going 
over the sweeper from stem to stern 
for which our charge is from $7.50 
up, depending on the nature of replace- 
ment parts.” 

Mr. Vineyard explained that in re- 
building a sweeper, it is disassembed, 
all bearings washed and replaced if 
necessary, the commutator turned on 
a lathe and dressed up, coils and 
wiring checked and then as reassem- 
bled all parts lubricated, carbon 


ODIIMALITSA 


Vw ae 





S. R. Vineyard, part owner and manager, discussing a service job with a customer. 
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reseated and the motor 
speeded up. Also the handle, wiring 
and switch are inspected and the bag 
replaced if necessary. 

Parts carried include armatures, 
coils, carbon brushes, bags, handles, 
cords, main castings, wheels and belts, 
also various bolts, nuts and screws. 
The concern also sells parts to other 
service men and proposes to operate 
a regular parts supply house after 
the war. 

“One of our mottos is a 48-hour 
service,” added Mr. Vineyard. “The 
vacuum cleaner has become a valuable 
servant around the house and the 
owner can hardly do without it a day. 
It is as useful as the telephone, the 
refrigerator or the kitchen range. 
Therefore, we want to keep it out of 
service as little time as possible. We 
found some housewives kept putting 
off having their cleaners reconditioned 
because they ‘couldn’t do without 
them.’ Our speeded up service is 
appreciated by them. Furthermore, 
our shop is set up, so we can turn 
our business over in a 48-hour period, 
and it is to our advantage also to give 
them ‘sudden service.’ 

“In going out during these times 
and soliciting business and in dis- 
patching it throughout the shop we 
frankly are looking to the future. As 
two old vacuum cleaner men we expect 
to merchandise this appliance aggres- 
sively after the war. So we feel like 
we are building customers now for 
that great day. We will handle at 
least one top notch line, and possibly 
two, one being of the tank type. We 
will also sell and service a complete 
line of small appliances. Next to 
vacuum cleaners our biggest volume is 
in pressing irons. Like the vacuum 
cleaner, this is a very useful appliance 
around the house. We have a service 
man who can turn out up to 15 irons 
per day and a quick service on this 
appliance is also appreciated by the 
housewife.” 


brushes 


PAGE 43 





PUTTING THE PUBLIC RIGHT... 


This Premier consumer booklet is another 
essential move in a campaign to change the 
vacuum cleaner buying habits of American 
women. It tells the story of the expensive 
house-to-house high-pressure selling methods 
in contrast with the economical method of 
selling through dealers in-the-store—just as all 
other electrical appliances are sold. 


The booklet’s vital and forthright message to 
consumers is this: a top quality vacuum cleaner 
bought from a salesman in-the-home will cost 
from $10 to $20 more than the same quality 
cleaner would cost when bought in your store. 
Such a message, we believe, will be particularly 














effective in putting the public right about the 
wise way to buy vacuum cleaners—right in 
your store. 


The booklet is being offered to consumers in 
Premier’s full-page color advertisement (which 
tells the same story) in the April issue of the 
Ladies’ Home Journal, and will also be offered 
in subsequent advertisements in Good House- 
keeping and The Saturday Evening Post. If you 
have not already received copies of the booklet 
from your distributor, or if you wish additional 
copies, send your request directly to your dis- 
tributor or write Electric Vacuum Cleaner 
Co., Inc., and every effort will be made to 
supply you. 
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PREMIER 


"All That the Name Implies” 


ELECTRIC VACUUM CLEANER CO., INC. » CLEVELAND 10, OHIO 


ans. # 


4 


» 


— 


APRIL, 


1945—ELECTRICAL MERCHANDISING 









not oO 
ning 
and g 
equip 
surve 
zine’s 
Cons 
on th 
Ame! 
the a 
to ra 











‘XN 





j 
J 


‘Loree Meats a Day 


Good Housekeeping’s Consumer Panel Reports on the 
Range and Cooking Habits of the American homemaker 


7 HREE meals a day, and every 


day, presents a never-ending, 
many-sided problem, involving 
not only good cooking, but good plan- 
ning and management, good nutrition, 
and good use of kitchen appliances and 


equipment. For that reason, the latest 
survey of Good Housekeeping maga- 
zine’s Product and Use Development 
Consumer Panel of 7,500 consultants 
on the cooking habits of the average 
American housewife, is of interest to 
the appliance industry as a whole, and 
to range manufacturers in particular. 


Vital Statistics 


As in previous studies made by 
Good Housekeeping, this survey pre- 
sents a true picture of the cooking 
practices of a well-selected cross-sec- 
tion of American homes. Broken down 
by geographic sections and by com- 
munities of all sizes from 1,000 to 
500,000 and over; by income groups 
from under-$1,000 to over-$5,000; by 
age groups from under-20-years and 
50-and-over ; 1837 questionnaires were 
returned, which represents 73.5 per- 
cent of the panel. Sixty percent of the 
respondents’ families have incomes 
ranging from $2,000 to $4,000 a year; 
43 percent are 25 to 34 years old; and 
55 percent own their own homes— 
average size 6 rooms. Eighty-eight 
percent are married, and 57 percent 
have either one or two children. 


Meal Preparation 


More than three-quarters of the 
women replying listed housewife as 
their occupation, and about 95 percent 
of them, regardless of income, said 
they do all their own cooking. Only 
about 2 percent have maids. 

In answer to the question “What 
type range do you have in your 
home?”, 22 percent said electric, 66 
percent gas, and 10 percent other 
types such as oil, wood and coal. The 
East South Central states account for 
the largest number of electric ranges 
—44.4 percent; the Mountain states 
running a close second with 40 percent. 

Of the entire panel, 81 percent of 
the respondents own their own range, 
regardless of type; 62 percent of the 
electric models were purchased be- 
tween 1938 and 1944—the average age 
being 5 years. 
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Half of the electric ranges are 
equipped with 3 surface units, not 
counting the deep well cooker, and 46.6 
percent have four units. 


Surface Units 


In answer to the question “Do you 
feel the need for more units?”, of 
those having only three, 36 percent 
said often; 54 percent said seldom; 
and 16 percent said never. Owners 
of 4 units are more satisfied—only 11 
percent said they often feel the need 
for more; 65 percent said seldom; and 
23 percent said never. Four surface 
units seem to be the ideal number— 
most of those now having only 3 (82 
percent) would like four; and 68 per- 
cent of those having four are satis- 
fied as is. 

Eighty-six percent of the electric 
range users said they are satisfied with 
the present performance of their top 
units, finding it easy to turn the heat 
down sufficiently to maintain uniform 
temperature for such jobs as keeping 
food cooking slowly, frying eggs, and 
making griddle cakes. 

It is interesting to note the wide use 
and value attached to “low”-heat and 
“simmer” units. 71 percent of the 
users of 3-heat units use “low” most 
often; and of those with 5-heat units, 
40 percent use “simmer” most often; 
and 46 percent use “low” most often. 

About 64 percent of the average use 
the deep well cooker often; 32 percent 
seldom and 2 percent never. It is used 
mostly for soups, stews, pot roasts and 
vegetables in that order. 


Broiler and Broiling Habits 


Practically every electric range re- 
ported has a broiler—94.3 percent; 
and 91 percent of them are located in- 
side the oven. A relatively high per- 
centage (76.8) feel that the broiler on 
their range is satisfactory. Where it 
is reported unsatisfactory the chief 
reason given is because it cannot be 
used when the oven is in use. Other 
complaints among electric range users 
are that broiling is too smoky; and that 
the broiler is too difficult to clean. 

Generally speaking, people like 


broiled food. Only 8 percent never 
broil, and only about a third of these 
said the reason was because they didn’t 
particularly like broiled foods. . 
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The report indicates that the broiler 
is generally used for steaks, with chops 
second. And it is interesting to see the 
variation in the way people across the 
country like their steaks: In New 
England, for example, over 63 percent 
like rare steak with the outside deeply 
browned, while people in the East 
South Central go for steaks that are 
very well done. Most people like lamb 
chops well done, which is understand- 
able. Fish, chicken and mixed grills, 
on the other hand, are rarely or never 
broiled according to reports received 
in this survey, which indicates a wide 
need for education in this field. 


Range Ovens 


Temperature controls or heat regu- 
lators were found on practically all the 
electric range ovens (98 percent) ; 65 
percent have a thermometer or heat in- 
dicator on the door; and 56 percent 
have automatic time controls. Only 28 
percent, however, have a_ reminder 
clock. 

Eighty-six percent of the electric 
range ovens are insulated; and only 3 
percent have glass observation panels 
—93 percent have none. The question 
“Would you like such a feature at 
extra cost?” brought forth the follow- 
ing replies: 

If it cost $10 

45 percent said yes 

34 percent said no 
If it costs $7.50 

35 percent said yes 

45 percent said no 
If it cost $5 . 

55 percent said yes 

30 percent said no 


Most of the respondents consider 
their oven a good baker—91 percent. 
Those who complained about their 
oven gave as the cause of their disatis- 
faction the fact that the heat was un- 
evenly distributed. And over three- 
quarters of the women are satisfied 
with the present size of their ovens. 


Roasting & Baking Habits 


Seventy-two percent of those 
answering the question “How often do 
you roast?” have a roast once or twice 
a week. And there was a lively in- 
terest in oven meals. Over a third of 











those answering this question reported 
that they often prepare complete oven 
meals—meat and vegetables with or 
without dessert. Over half of those 
reporting use an initial high tempera- 
ture and lower it later, which is the 
ideal roasting procedure. Only a very 
few use a high roasting temperature 
throughout. Too many, however, are 
still basting during the roasting pro- 
cess which is unnecessary, since it up- 
sets roasting time period, wastes fuel 
and wastes time. Too many, also, are 
still using water in the pan in roasting 
meat and poultry. This method gives 
inferior roasts and gravy. 

A great majority of those reporting 
said they preheat the oven in baking, 
rather than starting in a cold oven. 
The former is the generaly recom- 
mended method. It was found that 
across the country 42 percent bake 
twice a week; nearly 34 percent on the 
average bake layer cakes often; 45 
percent bake cookies often, and pies on 
the average are baked “often” in 
nearly 52 percent of the replies with 
little variation across the country. 
The average for baking powder bis- 
cuits is around 40 percent, although 
East South Central bake baking 
powder biscuits more often. 

The pressure cooker saucepan is a 
new utensil to the majority of the 
homemakers. It is important, how- 
ever, to note than over 86 percent of 
those using them consider the shorter 
cooking time of first importance, with 
flavor, texture and color of food a close 
second. 

Over 72 percent on the average said 
they use the double boiler for making 
fillings for pies and cakes; 62 percent 
use it for sauces, and over 34 percent 
for cream soups. 


Suggested Improvements 


The automatic timer for the oven 
was mentioned most often among sug- 
gested improvements for ranges of the 
future. The glass panel on the oven 
door was next. Other improvements 
mentioned were: easier to clean burn- 
ers and ovens; more efficient broiler; 
oven raised to more convenient height ; 
electric light in oven; large broiler as 
separate unit from oven; 2-oven 
range; and broiler raised to more con- 
venient height. 
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OU can make many different kinds of toast with a Proctor—the 
‘toaster with a crisper!’’ Light, dark, soft, crisp, Melba...an 
almost infinite number of kinds. No wonder the Proctor completely 


automatic toaster was a newsmaker from the day it hit the market! his 


. Good post-war numbers! 










Speaking of numbers, Proctor has more news- 
making features on tap... ready for post-war 
appliances. Plan now to stock and sell:the “good 
numbers” in Proctor’s great post-war line! 





Meanwhile...BUY AND HOLD WAR BONDS Py 
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PROCTOR 


NEWSMIAKER IN APPLIANCE MERCHANDISING 
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PROCTOR ELECTRIC COMPANY, DIVISION OF 
PROCTOR & SCHWARTZ, INC., PHILA. 40, PA. 
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A DISTRIBUTOR’S SLANT ON THE 





When G. M. (Gus) Nelson of Southwestern 
Equipment Company presented a Maytag to 
his mother it started him on his career. 


big blue eyes in the land of 

stockfish, fruit soup and kalka 
bread. His parents moved their big 
family of boys from Sweden to Super- 
ior, Wis., when Gustav was quite 
young. Well does he remember the 
day when his brother bought a Maytag 
washer for his mother and they all 
stood around admiring the marvel. 
Such a godsend must be easy to sell, 
they argued, and the purchase led to 
a brother and Gus both joining the 
Maytag sales force. 

But before Gus did this, he sold 
Studebaker cars, real estate in Florida 
(and took a cleaning) and finally 
wound up as a district manager for 
Maytag with 17 experience 
under his belt. 

Today G. M. (Gus) Nelson is sales 
manager for the Southwest Equipment 
Co. of Oklahoma City, noted as a lead- 
ing Oklahoma Philco radio distributor. 
lhe firm also distributes Easy washers 
and Estate ranges. 

What is interesting about Gus these 
lays is the fact that he has spent a lot 

recent months studying the ways 
that washing machine selling is similar 
to radio selling. For after the war he 
is going after radio business hammer 
and tongs. 


Gii NELSON first opened his 


years 


Specializing Is Out 


“Of 300 appliance dealers in Okla- 
homa,” he says, “all carry radio. This 
is true of all the 77 counties I have 
been in. 

“In the old days we used to see a 
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Prospects for Radto 


An old washing machine veteran, Gus Nelson of South- 
western Equipment Co., Oklahoma City, says he is go- 
ing after radio business hammer and tongs when the 
war is over. . . . Herewith is his recipe for a success- 
ful specialty dealer operation on appliances and radio 


firm specializing on washers and noth- 
ing else. We saw them selling radios 
and nothing else. In each instance we 
saw a hotshot specialty selling because 
the boys concentrated on one thing. 
The economics of retailing today have 
made it advisable for a storekeeper to 
sell several leading appliances. If he 
has five kinds of appliances, a dealer 
cannot be the distinguished specialist 
he was when he sold only one line. He 
has come to feel that each appliance 
has a season of its own and he hops in 
and pitches on that particular one 
while it is in season, letting it drop for 
the next ones that come around with 
the months. 

Father’s great yearning is naturally 
toward a car radio, Mr. Nelson says. 
The kids go for radio and their ensu- 
ing entertainment. In fact, the family 
seems to want a radio in every room. 
Then next in choice they want refrig- 
erators, which can give them the taste 
sensation of ice cream and other good- 
ies. The only one who wants the 
washer is poor old mother, whose ach- 
ing back it eases. If a man can’t sell 
radio, Gus opines, he can’t sell any- 
thing. 

To learn the radio business, Gus de- 
clares that he is learning how to take 
a radio apart and put it together again 
just as he did washers in his early 
days. He wants to know specifically 
why the radio he sells is better than 
competition and he feels there is a field 
open for the chap who will really pre- 
sent.a radio from a mechanical stand- 
point. People have had a lot of radios 
go out of commission during the war, 
and they will be in a mood to listen 
to reason for mechanical excellence 
when the war is over. After all, the 
day of moaning over the beauties of 
radio is largely over because the public 
is sold on it already. Today, thinks 
Gus, we are going out to sell brands 
and their particular merits. 


Advocates Package Set-Up 


Although Gus Nelson cannot look 
in the future and see what the radio 
trade is going to be like after the war, 
nevertheless he advocates the package 
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setup as a good idea for the typical 
electrical appliance dealer. For ex- 
ample, although he calls on all of 300 
retail outlets in the state of Oklahoma 
he does not sell them all. In his 
calls he runs onto the fact that many 
a dealer is married to a _ cer- 
tain line. He really likes it, he is 
sold on it, and puts enough personal 
enthusiasm into his retail sales work 
that he carries a lot of weight in the 
community. When Gus Nelson hits a 
man like that, he lays off and sells him 
something else to which he is not 
married. If he is open to radio, the 
package angle of a number of models 
of distinguished names should appeal 
to the dealer. Gus doesn’t expect him 
to become a 100 percent radio dealer. 
His feeling is that in an era of stores 


which are not exclusive radio setups, 
and therefore radio does not get 100 
percent specialty attention, that the 
best name carries the most weight. 
Prestige, therefore, becomes very im- 
portant in such a dealer franchise. 

Of course, Gus makes clear that he 
is not speaking for J. P. Stewart, gen- 
eral manager of the Southwest Equip- 
ment Co. Mr. Stewart handled Philco 
a number of years. Three years ago 
he felt it was time to spread out onto 
refrigeration and several other groups 
of appliances in order to have flexi- 
bility. During the war Southwest Ap- 
pliance Co. has built up its catalog on 
every specialty proposition it could lay 
its hands on—bill folds, gliders, nurs- 
ery chairs, mirrors, pictures,—any- 

(Please turn to page 48) 











A help-yourself, cafeteria style parts department is one of the things Southwestern 
Equipment Co. has organized to increase its parts business. The ease of shopping 
is liked by dealers. 
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si HIS high ratio of Simplex 


Ironers in use emphasizes 





the profit value of the Sim- 
plex franchise . . . forecasts 
the post-war consumer pre- 
ference for Simplex ... and 


drives home the merchandis- 








ing wisdom of handling a 
LEADING LINE ... a line 
that is built by the world’s 





largest exclusive manufac- 








turer of ironers. 





AMERICAN IRONING 
MACHINE COMPANY 


Algonquin, Illinois 


Sumprex [Roner 














48” SUPER 


THE RECOGNIZED LEADER 








PAGE 48 








thing that would aid in keeping dealer 
and distributorships alive. Some of 
these lines will be carried long after 
the war. 


Salesmen Forget Lines 


Greatest weakness in selling whole- 
sale side lines, Mr. Nelson feels, is the 
tendency of the salesman to forget to 
mention and discuss everything he has. 
He is likely to work too fast and as a 
result miss a number of items. There 
is likewise a trend of dealers today to 
say, have you this or that, and stock 
anything they can get hold of. As a 


| result there is a tremendous overlap- 
| ping of various types of merchandise in 
| every store, and the period after the 


war is going to see a frying out of 


| things that are uneconomic. 


This is by no means peculiar to the 
appliance field, Mr. Nelson says. Just 
the other day a lumber yard manager 
came in and said, “I can’t get lumber, 
what have you got that I can sell?” 

Mr. Nelson and he went over the 
catalog together with the result that he 
placed an order for $400 worth of stuff 
utterly unrelated to lumber yard opera- 
tion. 

In his years in Oklahoma Gus Nel- 
son has set up a great number of re- 
tailers and watched them grow. Oddly 
enough, he does not think a sockful 
of money is the most important thing 


| in opening a dealership. He likes a 


| bring about collection difficulties. 


| tinue service work after the war. 


man who can make sales that do not 
He 
likes a man who can quietly go about 
making calls without having somebody 
ride herd on him. He feels that the 
first principle of specialty selling is 
the ability to get one’s haunches off a 
chair and get outside and see some- 
body. 


Some Good Dealers 


When Gus runs his mind’s eye over 
some of the good dealers in his terri- 
tory he thinks of the following: 

Jenkins Appliance Co., Anadarco 
Asa Jenkins started with a $100 part- 
nership with his father-in-law who also 
had about $100. They opened their 
doors in 1934. Today they have no 
retail salesmen. Asa does the servic- 
ing of appliances himself, and will con- 
The 


firm carries chairs, gliders, dishes and 


| everything that they can turn into 
| money but will resume its position as 





a specialty selling house when hostil. 
ities are over. Gus doesn’t know how 
much money the firm has made bu 
declares that the father-in-law left an 
interest worth $27,000 at the time oj 
his death. 

Then there is the Nelson Furniture 
Store at Shawnee. Vic does the service 
work today and looks stunning in a 
white coat as he moves about the 
place. The store has taken on furmi- 
ture and gifts and will probably retain 
some of it after the war. 

Ed Luke of the Luke Music Store in 
Ardmore, Okla., today repairs any- 
thing from a gas range to radio. He 
will even take on outboard motors. Ed 
does service work himself. 

Raymond Denton of Enid, Okla., has 
an appliance store. Today he has a 
large service department and works 
with the boys himself on fix-it stuff. 
In his store, too, the service men wear 
dapper white coats. The firm has a 
lot of floor space and as a result car- 
ries furniture and such items as nurs- 
ery chairs and rockers. 

Russell Jones, Skiatook, Okla. 
originally was a straight washer out- 
fit. Today he has a full line of furni- 
ture. He has taken on a line of Philco 
radio, ranges and refrigeration and 
will stay spread out this way after the 
war is over. 

Roy Lawrence of Pawnee is an old 
Ford man. He started in the appli- 
ance business in 1930 with about $60 
cash. Today he has a furniture store. 
He started off with appliances, took on 
furniture, and does his own service 
work. He impressed Gus Nelson by 
the fact that he wasn’t afraid to make 
call after call outside for business. He 
didn’t watch the alarm clock and he 
told the truth about what he had to 
sell. As a result his deals stood up in 
a way that impressed Mr. Nelson and 
he backed him with a minimum of 
cash. 

These men form a sample of the 
kind of people who will retail appli- 
ances after the war, and their case 
histories bear out what Gus Nelson 
says about a man who can sell washers 
being able to sell radio. They go along 
with the feeling that every dealer in the 
state is going to do about a fifth of his 
volume on radio after the war. Lines 
that have prestige, dealers who will 
take the trouble to work, form the 
winning combination that is going to 
get this business in the Nelson opinion. 





“THEY'RE ALL SENDING IN POST-WAR ORDERS FOR WASHING MACHINES”; 
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S 
—the important radio line—the radio line carrying real profit possibilities 

_the radio line with easy-selling public acceptance. 

our post-war selling program around this 


omberg-Carlson sales theme. You'll find 


dio” a consistent profit maker—whether 


HERE'S plenty of good, sound, common-sense behind the thought 
be as fine a radio as its 


n. It is this simple 
truth which has made the current Stromberg-Carlson advertising story 
so convincing to the huge radio public now being reached by over 


475,000,000 impressions in thirteen leading magazi 


that the main radio in any home should 


purchaser can buy — a Stromberg-Carlso You, too, will want to plan y 


sound and widely accepted Str 


the Stromberg-Carlson “main ra 
nsole, or radio-phonograph combination. 


- 


4 





nes. an outstanding table model, co 
ROCHESTER 3 


STROMBERG-CARLSON sew von 


We believe that your own experience will cause you to agree with 
RADIOS - TELEVISION - TELEPHONES - AND SOUND EQUIPMENT 


merchants when they rate Stromberg-Carlson as: 





many veteran radio 
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Alarm Clocks 
ARE VITALLY NEEDED! 


Alarm clocks are at the top of the War Production 
Board list of essential civilian items in critical short 
supply. That’s why WPB has requested us to produce 
a limited quantity of Telechron electric alarms. We’re 


making them without interfering with Telechron’s 








vital war production . . . to help America’s war work- 











ers keep on schedule. And we're doing the best we 











can to get this limited production distributed as fairly 











as possible to help you meet the tremendous consumer 








demand. 








The Telechron “Cordial” (shown) is one of the 











distinctive clocks Telechron will be making after 








Victory. 














The Telechron “Dispatcher,” in ivory color plastic 








case, is now available in limited quantities. 


Telecho 


ats. v 


ELECTRIC CLOCKS 


WARREN TELECHRON COMPANY « ASHLAND, MASSACHUSETTS 
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They Started 
Ina Service Station 








Cawthon & Hollums, East Point, Ga., had 
a big appliance business pre-war — bu 
they are getting set for even bigger busines; 














Service station in which the concern began selling appliances. 


LECTRICAL appliance sales 
and service constitutes an im- 


portant part of the business of 
Cawthon and Hollums, operators of 
an automobile super-service station in 
East Point, Ga., a suburb of Atlanta. 
concern doesn’t play second 
fiddle to any other dealer in the state 
of Georgia in the diversity of its busi- 
ness or in the total volume enjoyed. 


Medel Store Planned 


The company has plans well ad- 
vanced for a model appliance store 
after the war. As a matter of fact 
prior to the war the appliance business 
had to be moved to a building across 
the street separate from the gasoline 
station in order to make more room 
for it. However, it continues as a 
part of the super service setup and the 
station after the war will carry out this 
arrangement, A corner on the city’s 
main street has been purchased on 
which a two-story structure will be 
erected. 

On the first floor will be space for 
the display of appliances along with 
auto supplies. On the second floor 
will be a series of model rooms, one 
or two for electric kitchens, one for 


| a model home laundry and one for an 


automatic heating plant including 
stoker. 

“Our objective,” said Jake H. 
Cawthon who with Hubert Hollums 
operates this place, “will be to sell 
appliances ensemble fashion. Instead 
of selling a refrigerator or range 


separately, we will strive to sell a 
completely planned kitchen including 
not only the appliances, but also the 
metal cabinets, the sink, the ventilat- 
ng fan and even the floor covering. 
In the home laundry, our combination 
will include the automatic washer, the 


| water heater, the drier and the work 


| and the registers. 





tables. In heating plants, we will 
include everything, not just the fur- 
nace or boiler alone, but the stoker, 
the blower, the filters, the controls 


We will also show 
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attic fans complete including the 
housing, the grilles and the controls 


Emphasis on Major Items 


“In short, we propose to operate a 
home and auto department store with 
emphasis on major items. In that 
respect we will be somewhat different 
from factory tire stores which carry 
soft goods also and a lot of gim- 
cracks. However, floor traffic is what 
we are after—and what an appliance 
or specialty store must have—and if 
we have to handle work clothes and 
baby diapers and garden seeds to get it 
—then we will add them. But that 
is not our present intention.” 

Nationally advertised lines in the 
appliance field handled by this con- 
cern include Frigidaire, Norge, Hot- 
point and Bendix. Other lines will 
be added needed to supplement 
these. The list of nationally adver- 
tised lines in the automotive field are 
equally impressive. While specializ- 
ing in electrical appliances, the concern 
will handle gas appliances also, espe- 
cially in the heating field. In short 
it will be a virtual department store, 


as 





J. H. Cawthon and Hubert Hollums, pro- 
prietors, pause long enough to have their 
pictures snapped. 
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The fp} 3-Piece Automatic Heat 
Regulator Set Keeps Room Temperatures 
Even and Comfortable, Saves Fuel Dollars 


The up-today down-tomorrow vagaries of spring weather won't 
keep your customers guessing about uniform house heating if 
protected with an A-P 3-piece Automatic Regulator Set. Fuel 
bills, too, will reflect the economy of this precision-built control. 


48D} MODERN WALL THERMOSTAT 


— Controls room temperature to 1° above or below 













































setting. Attractively designed — easily installed, with- 
out wall disfigurement. Cover contains accurately cali- 





brated thermometer. Convenient manual setting con- 
trols steady heat. 


LIMIT CONTROL 


This practical device prevents built-up furnace 
heat from making the room temperature run 
way above the thermostat setting. Simply set 
dial according to season and outdoor tempera- 





ture. Stops overheating and fuel waste. 


5 fp} DAMPER REGULATOR 


A Damper Regulator Motor with exceptional lift- 











ing power. Steel gears and pinions. All electrical 
connections soldered carefully. Corrosion-resis- 
tant for basement installation. Motor needs no 























attention except once-a-year oiling. 






AUTOMATIC RELATCHING — Spring latch knob on each of the 
two arms of Damper Regulator permit dropping of arms to close 
draft and check damper while stoking. Arms automatically relatch 
at next motor operation. A safety feature of importance. 


AUTOMATIC PRODUCS COMPANY 


2400-C NORTH THIRTY-SECOND STREET 





MILWAUKEE 10. WIS 


DEPENDABLE 
CONTROLS 


AIR CONDITIONING + 











FOR HEATING + REFRIGERATION 
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They Started in a Service 





Station 


Appliance store atmosphere is maintained despite shortage of merchandise. 
Mr. Cawthon in picture. 


(Continued from page 50) 
operating from a service station setup, 
and featuring hard goods. It will con- 
tinue to operate its appliance service 
department. 

With their finance company, 
Cawthon & Hollums carry their own 
paper on appliances sold. This will 
keep customers coming back to pay 
their notes, and as it worked out in 
the past, as soon as they pay out one 
item they purchased another. Money 
to handle the finance business is bor- 
rowed from the bank as needed. As 
a matter of fact the concern borrowed 
$25,000 from the bank when it first 
went into the finance business, paying 


own 


t back in 3 years. However, Mr. 
Cawthon admits a “lot of money” 
will be required to finance heavy 
goods purchased after the war. The 


surance agency run by the company 
enables it to afford protection to 
financed until paid for. In 
recent months however, since most ap- 


gor rds 


pliance accounts have been paid out, 
the concern is buying paper on auto- 
mobiles. 

Prior to the war this concern em- 
ploved a home economist on a full 
time basis. She visited in the home 
ot each purchaser of a major appli- 
ance. The same woman will be em- 
ployed after the war. 


How They Started 


It is almost a Horatio Algier story 
the way Cawthon and Hollums started 


off trom scratch 13 years ago and 


built up such a business. They were 
working in a grocery story at $15 a 
week each when they decided to go ot 
their own, borrowing $300 and renting 
a filling station. It was pumping only 
3,000 gal. per month at the time. They 
built it up in 3 years to 10,000 gal 
and finally to 20,000 gal. 

They then decided to build their 
own modern station, the one they now 


occupy, equipped with computing 
pumps and other up-to-date equip- 
ment. The $3,000 they borrowed t 


build the station they paid hack 

3 years. They built their gas sales 
up to 30,000 gal. per month and thet 
were appointed bulk Shell agents and 
deliver gas by tank truck to oth 
stations in the vicinity. 

It was five years ago that “the boys” 
as they are called, still being in thei 
early thirties, went into the electrical 
appliance business. thei: 
contact with the public they found 
they could sell refrigerators, washers, 
ranges and the like to beat the band 
They bought all they could get, filled 
up a warehouse with them, and as a 
result they were the last dealers in 
the Atlanta section to have appliances 


Secause of 


to sell aiter the war began. 

“Although young, as businesses go, 
$70,000 in cash wouldn’t buy us to- 
day,” said Mr. Hollums, and he wasn't 
talking about his accounts which them- 
selves run about this figure. He and 
his partner are no swivel chair oper- 
ators. They are all over the place 
every hour of the day. 
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Business is now done from this store across street from service station. 
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“One of a Series Interpreting Hotpoint’s Promise to the Public: 
Dependability Assured by 40 Years Experience.” 









Hotpoint’s 40 years experience 


points the way to tomorrow’s sales 








HERE’S a rich field ahead for 

postwar sale of home appli- 

ances. But retailers may expect 
a critical attitude, too, on the part of the 
buying public. Those products which 
have stood the test of time will be the 
consumer’s “first choice.” 

For 40 years, Hotpoint home ap- 
pliances have earned an established 
reputation for dependability and per- 
formance. In more than 17,000,000 
American homes they have served 


faithfully and with utmost efficiency. 


And all through the years, research 


and experiment by a competent staff of 


engineers have not only widened the 
Hotpoint family of products but have 
constantly expanded manufacturing 
facilities and improved the design of 
these products. 

For profits and customer good-will 
the name Hotpoint stands high today as 
a symbol of value, quality and prestige 
that adds strength and protection to your 
business investment. What better name 
to tie to in the promising postwar market? 
Edison General Electric Appliance Co., 


Inc., 5620 W. Taylor St., Chicago 44, Ill. 
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Red meat — beef — and other perishable 
fogds for our red-blooded, hard 

fighting Yanks are rushed to them 

w refrigerated trucks from supply depots. 
Refrigeration units are powered by 
performance-proved air-cooled gasoline 
engines — one more of many war uses 
for dependable, instant-starting 


Briggs & Stratton engines. 






— 


BRIGGS & STRATTON 


cin 


The performance records established by more than two million 
Briggs & Stratton engines are conclusive proof of their per- 
fection in design, fine engineering, and precision manufacture. 
Current models, and those to come, are backed by 
the “know how” gained through 25 years of con- 
tinuous production of Air-Cooled Gasoline Engines. 
Briggs & Stratton Corp., Milwaukee 1, Wis.,U.S.A. 


















Self Service 
for Small Items 


N tune with the times is the semi- 
self service style of display table 
adopted by the housewares and small 
appliance department of Meier & 
Frank, Portland, Ore. department 
store. The arrangement helps greatly 
by speeding up service—an important 
factor under present conditions of 
labor shortage. It also helps by giving 
the customer a chance to look over the 
stock. Since the public has become used 
to accepting the idea of shortages and 
items unavoidably “out of stock”, it 
sometimes helps to let the shopper 
know what is actually available. 

Since the beginning of the war, 
Meier & Frank has experimented with 
various types of self service and semi- 
self service displays—and the present 
arrangement embodies the results of 
this experience. The tables are made 
up as a series of shallow bins, low 
along the edges of the tables and built 
higher in the center. Items are care- 
fully distributed, so that larger items 
are reserved for the center bins, it 
having been found important that the 
merchandise be large enough to be 
visible above the partitions. It is im- 
portant that these bins be kept filled at 
all times—and sales from the stock on 
display are immediately replaced from 
the storage compartments below the 
tables. Wood is used throughout, partly 
because it helps to lessen breakage and 
partly because it lends itself to redecor- 
ating at intervals. All fixtures are 
painted a soft tone of green. 

At present 34 of the 96 display tables 
are of this type. So satisfactory has 
been the result in increasing the 
volume of sales per attendant that it is 
expected that this System will be car- 
ried over into the postwar period. 


Urges Quick Sign-Up 
Of Radio Prospects 


HAT the smart thing for an 
appliance dealer to do is to book 
as many radio orders as possible for 


future delivery, is the opinion of 
George W. Ryan, veteran head of 
Ryan Radio & Electric Co., 1808 


Grand Ave., Kansas City, Mo. Armed 
with photographs of forthcoming de- 
signs and tentative prices, the dealer is 
in position to take down orders plus 
deposits at the present time. 
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George W. Ryan of Kansas City. 














“The war can blow up in our fac 
any day now,” declares Mr. Ryan. 
“The dealer is aided by the fact that 
what he is selling is no mystery and the 
public, by looking at preliminary 
sketches can get an idea of approxi- 
mately what they will receive. While 
prices cannot be quoted today, a good 
guess can be made, and a $5 or $10 
deposit the customer makes will keep 
the trade in line when deliveries 
begin.” 

It is obvious that if returning veter- 
ans are to be given jobs, the priorities 
must be relaxed so that a flood of 
merchandise can be turned out. Mr. 
Ryan said. The man who is lined up 
in advance is going to be in the most 
profitable position. 


Sees 60,000 Orders 


Such a plan has been working with 
distributors, Mr. Ryan says and he is 
sure it will work equally well with 
dealers. He predicts that his firm will 
have 60,000 orders for radios on th 
books within the next 30 days. 

The Ryan firm started in 1924 when 
Mr. Ryan had a retail store handling 
General Motors radio for seven years 
He switched to wholesaling on account 
of difficulties of installment business. 

Today the firm carries radios, Col 
man Lamp & Stove products, Whit: 
sewing machines, Permutit water soft 
eners. The firm is also distributing a 
line of bottle gas. 
















































My sales record , 
is unbroken! 





Slick chick, this dame. She comes up to me and The record turns—not a sound. “You've forgotten That “silent treatment” gets ‘em! Then the 


















says, “I want a radio-phonograph that’s really to put in a needle,” she points out. ,““Yeah,.— on music starts lush and full — so I wise her up to 
modern. I'm particularly interested in the pho- purpose,” I says. “That silence you hear is the the buttons of the Master Tone Control — “64 
ss City. nograph because I collect records.” Well — this Crosley Flcating Jewel* Tone System. Goodbye different tone combinations—pick the combin- 
is just my dish — So I slip the Demonstration needle noise forever. No needles to buy, change ation you like best for anything you're ear-ing 
Record into the Crosley Combination and turn or hear—your records last up to 10 times longer.” —radio or records.” 
it on. 
n our fi 3 . 
Mr. Ryat , so | > BS ae ees : 
e fact that HEARING is believing 4 a © Sika oe ean Wim” 
‘ry and the ‘ » ; : WW 
wi ars " Nothing sells a Crosley faster than a Crosley itself! 
f approx Let your customer listen to the “silent treatment.” Show 
ve. Whil her the diagram of the ordinary sharp needle and the 
ay, @ go0¢ BH Crosley Floating Jewel*. Play the Demonstration Record 
™ pa and her own ears will 
wi ee] : ‘ 
deliveries  COMvince her that there’s 
| nothing like a Crosley. 
one, Se But you can fell her this: 
> priorities 
Shed Crosley offers every 614 teshioned sharp oun 
out, Mr. § Modern improvement in sweeten! Fisating sewelt vlays 
s lined up @ radio - electronic design, ates” of the groove. 
1 the most & plus the finest cabinet work, plus unsurpassed mechani- 


cal skill in producing top quality, long-lasting, depend- 
able products. 


peas ‘a ‘tf Every Crosley household appliance and radio brings your 
oth : ‘ customers PLUS advantages and features they can see, or 
firm will | feel, or bear! — always features you can demonstrate! 


ios on tl 


LYS. { 
1924 whe j 
- handling § 


von yen THE CROSLEY CORPORATION, CINCINNATI, OHIO 





| 
| 
nm account 1 
} 
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Oh, brother! — Did that record sell her! — Better than that, she’s 


business 





lios, Cole been selling her friends for me. As I always say, hearing is believing. 

ts, Whit * Patented 

vater sott 

ributing Radios : Radio-Phonographs: FM: Television: Short W ave: Electronics: Radar : Refrigerators : 
Home Freezers: Household Apbliances : The Crosley Car: Home of WLW ,,"The Nation's Station” 
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SOLID CINCINNAT! E 
READS : 
THE ENQUIRER 
SOLID CINCINNAT | 
READS THE 


CINCINNATI ENQUIRER 


**T thought you put them there, Mr. Galloway”’ 


Good idea to remind yourself, occasionally: The Enquirer is Cincinnati’s 
most interesting newspaper. Constant reader surveys keep it that way. 
Packed with features. Crisply edited for easy reading. Vigorous. On its 
toes. Right in step with the solid, substantial, thinking citizens you want 
to reach in this solid Cincinnati market. 





The Cincinnati Enquirer is represented by Paul Block and Associates 
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With the new Whirlpool line to do 
the wash day chores, it will always 
be springtime in the laundry room 
for the modern housewife. 


WHIRLPOOL 


Ores abc ate ley ct VM I'E-T-Jal-) 4-98: bale MB Odoyal-3 2-1 
that are smart and mechanically 
sound... produced in large volume 


at low cost... to solve every family’s 
JEN bale ba'am oy do) o)(-ya0 


WHIRL: O-: MATIC 


It washes, rinses, and damp dries .. 
the completely automatic washer. 











ENGINEERS 


RONETEEN = 
HUNDRED a eapovih Poe om 


ST. JOSEPHM nt te MICHIGAN 


WORLD'S LARGEST MANUFACTURER OF HOME LAUNDRY EQUIPMENT 
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Heat That Gets Around... 
Without a Costly Duct System! 








New 
kind of 


WINTER 
AIR 
CONDITIONER 


" Burns GAS or OIL 


A Once-in-a-Lifetime Opportunity 
for Distributors and Dealers 


Some of the most prominent appliance distributors in the country already have 
secured franchises for distribution of Coroaire and are now appointing dealers. 


Distributors and dealers everywhere are amazed by the sensational perform- 
ance and almost unbelievably (but PROVED) low operating cost of Coroaire. 
This package-unit winter air conditioner represents an opportunity of a 
lifetime for appliance merchandisers. Wide market in new and old homes and 
business places. Firms interested in a distributor’s or dealer’s franchise should 
apply NOW—giving complete details of experience and territory covered. 





it’s PATENTED! 


Coroaire squeezes more heat from fuel and makes better use of it—gives heat that 
gets around. 


Instead of the usual “heat exchanger”, consisting of a single cylindrical combustion 
chamber (generally made of sheet metal), Coroaire has a heat exchanger composed 
of not one but 46 tubes, made of cast iron. Heat from the burner zigzags around each 
of those 46 tubes, and because they are of the Venturi type — smaller cross section 
in the middle —there is more surface to absorb heat (Coroaire has 5 sq. in. of 
heating surface to each 1 sq. in. in most heat exchangers). And because of the shape 
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THE COROAIRE 


GENERAL OFFICES 
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of the tubes, air forced through every one of those 
46 Venturi tubes by a powerful fan takes a spin- 
ning action—like a funnel spins a liquid. Thus 
greater volumes of air are heated and sent, not 
in a direct blast but in a gentle spinning motion, 
to remote rooms and corners. 


The efficiency and low operating cost of Coroaire 
is proved by case histories, including the heating 
of 5 to 6 room homes in the Great Lakes region 
at costs averaging as low as $4 to $5 a month. 
Write today for the facts—and be sure to give also 
the facts about your experience as a distributor 
or dealer. 


Back of Coroaire is one of the country's largest steel fabri- 


cators with practically unlimited resources and engineer- 
ing and manufacturing facilities. 


HEATER CORPORATION 


CLEVELAND, OHIO 
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Auxiliary Portable Deck 
Doubles Truck Capacity 
For Small Radios 


HE set-carrying capacity of a 

radio truck can be greatly in- 
creased through the use of a knock- 
down type of auxiliary platform which 
can be slung on the slats running 
lengthwise inside the truck’s body. 
William D. Bradley, owner of Brad- 
ley’s Radio Service at Red Bank, 
N. J., lists the advantages of such a 
platform as follows: 


1. When pick-ups or deliveries of portable 
sets, chassis, speakers, player turntables, etc., 
run heavier than consoles and large combine- 
tions, as is often the case, the carrying ca- 
pacity of the truck is nearly doubled. 


2. When wanted it can be installed in 
place, without particularly hurrying, in one 
minute. 


3. Several consoles still can be carried 
when the auxiliary deck is slung into place. 


4. It takes up little space when knocked 
down and stowed at one side. 


5. No bolts needed; it notches firmly into 
position. 


6. With a moderate load of sets on the 
truck, it ig easier and quicker to get at the 
one you want if they are spread over two 
decks rather than all crowded on the main 
flooring of the truck. 


7. lf the truck is loaded properly—heavier 
sets on the main deck and lighter parts on 
the auxiliary platform—there need be no 
worry about raising the center of gravity to 
a dangerous point even when a ladder also 


| is carried in the racks on top of the truck. 


| four trucks 


Truck Body Conventional 


The body construction of Bradley's 
is conventional: several 
stout uprights on each side and several 
lengthwise slats fastened to these up- 
rights. The auxiliary deck consists of 


| five separate pieces of 1” x 8” planking. 


Each piece, free of large knots, is cut 
to the inside width of the truck body, 


Continued from page 54 





Five |" x 8" boards, each cut for the 
width of the truck, rest on the slats run- 
ning lengthwise inside truck body. No 
bolts needed; notched ends of forward 
board prevent deck from shifting. When 


not in use, the deck stows conveniently. 





as measured at the level at which the 
platform is carried. 

The ends of the forward pieces are 
notched, near the forward corners, to 
key into the center uprights on the sides 
of the truck. Next, three square-end 
lengths are thrown into place on the 
slats and then the fifth piece, the rear 
section of the deck, is notched for the 
uprights in the rear corners of the 
truck body. The deck can’t possible 
shift position. Two 1” x 2” strips, one 
along the forward edge of the first sec- 
tion and the other along the back edge 
of the rear section, hold securely in 
place the padded blanket then thrown 
on the deck to protect sets and parts 
placed there. 

The cost of making an auxiliary 
deck of this type is negligible. About 
30 lineal feet of 1” x 8” planking, a 12’ 
length of 1” x 2”, plus a half hour’s 
labor, add one heavy duty pad, and 
the auxiliary deck is ready for use. 





An auxiliary portable deck, a knock-down type easily installed in one minute, nearly 


doubles the set-carrying capacity of a radio service truck. 


Appliance dealers will 


find such a platform equally advantageous, says this radio service specialist. 
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BLACKSTONE AUTOMATIC 


* Heart of the Blackstone Combination Laundry will 
be a greatly improved and further refined auto- 
matic washer—the result of four years of intensive 





Best ie ; research and testing by some of the nation’s ablest en- 
alee gineering and design talent. Its postwar “outer wraps” 
y. When ” will combine modern beauty with the utility of stand- 
veniently. 4 Ase tec, ard dimensions. It can be sold as a separate unit or as 


; part of a compact combination that washes, dries and 
which the 


irons automatically. 


pieces are . 

orners, to & That’s what Blackstone dealers will have for the “auto- 
| the sides . e -4 matic” market! For the conventional washer buyer, 
quare-end they'll have a completely redesigned line in the popu- 
ce on the Pas. a P ‘ ; 

_ the rear “| lar price range; for the ironer prospect, they'll be able 
d a - CAR; to offer some really sensational achievements. 

rs of the ; Lhe, 7 

possible ge Ask yourself the question—“Will you have what it 
‘ae =~ takes to compete in the postwar market?” The Black- 
ack edge R ees stone line will provide “Everything for the Home 
ye in , Laundry.” If you'll have less than that, you had better 
n thrown : oe ‘. ‘ ate fae 

and parts investigate the Blackstone franchise NOW. 

auxiliary BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 
. About A A Division of Jamestown Metal Equipment Co., Inc. 

ing, a 12’ 

lf hour’s ; 

pad, and Prewar photo of a convincing dem- 

r use. onstration. So vibrationless is the 


Blackstone Automatic Washer that 

a pencil will stand on end through- 

out the entire washing cycle. The 

Blackstone can be installed anywhere BUY WAR BONDS 
-merely set it on the floor and make 

plumbing and electric connections. 


SELL BLACKSTONE 
“Tomovrou 





— 









































BLACKSTONE Combination LAUNDRY ; PRODUCT OF 
wasnes-prus.ingus Jalomatically AMERICA'S OLDEST WASHER MANUFACTURER 
nearly 
a SINGLY ...OR AS A COMPLETE UNIT 
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cCALL’S SURVEY 


Here's proof of a ready market! A recent 
comprehensive survey by McCall's asked its readers 
what they wanted in their ‘Kitchens of Tomorrow."’ 
Of the 11,496 who replied... 


(\ o7 


were interested in the ventilating principle, con- 
\/ /0 sidered a kitchen ventilator "desirable, 


" while... 


D4, 


A > | O7 


4Z.J7 


96.5% 


called the electric ventilator a “necessary” 
feature in their "Kitchens of Tomorrow” .. . 


(nearly all) of the women interviewed want and 
would like to have electric ventilators. 


» 


WIMES = 


oe 


LL HOMES GUIDE SURVEY 


A readers’ survey by Small Homes Guide asked 
prospective home-owners all over the country whct 
they were planning for their post-war homes. 


plan to install electric ventilators in their 
post-war homes. Moreover... 


55.8% 

















Kitchen Ventilators outranked such popular home conveniences as 











®@ Dish Washers 
® Quick-Freezing Units 
# Radio Television 


@ Radio Phonographs 
e Sewing Machines 
@ Electric Mixers 


elroning Machines 
e Clothes Dryers 
e Air Conditioning Units 












LINE UP WITH ILG NOW! 


What do these surveys mean to you? Just this . . . your customers 
will want and expect nationally-advertised ILG kitchen ventilators 
in their homes of tomorrow. Get on our mailing list to get advance 
notice of post-war models, prices and delivery schedules. Write 


vs or call our nearby Branch Office (see classified directory). 


VITALIZED 
VENTILATION 


AND AIR CONDITIONING 


I1LG ELECTRIC VENTILATING CO., 
2874 No. Crawford Avenue 


CHICAGO 4}, 
* Offices in 38 Principal Cities 


HLL 
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| See Distributors 
| Spreading to New Lines 


HEN your reporter called on 

V. L. Miller of Miller-Jackson 
on East California Street, in Okla- 
homa City, in 1937, he was wearing a 
sweater. A visit seven years 
found Mr. Miller still hard at 
work at the same desk, but today look- 
ing mighty prosperous. 


coat 


later 





Vv. L. Miller, 
Oklahoma City, looks for widening of 
base in distribution. 


Miller-Jackson executive, 


Distributors who survived the war 
depression are wise, and what Mr. 
Miller has observed on the rules of the 
game make good reading. He doesn’t 


believe that distributors are going to 


return to one specialty after the war. 
Being spread over several departments 
is what saved the Miller-Jackson Co. 


He thinks dealers, too, are broadening 


out their lines. When the war first 
came and it didn’t look as if Miller- 
Jackson would have anything to sell, 





APRIL, 


Continued from page 58 


salesmen were cut down to the lowest 
possible commissions. The firm didn't 
want to sell more than it could get. 

Since then, the radio parts business 
has grown to a profitable volume. The 
record business still has to be watched 
as the profit is narrow. Nevertheless, 
its growth is healthy. Miller-Jackson 
has searched for lines that will con- 
tinue to sell after the war. The firm 
distributes hardware specialties. 

A lot of fresh money thinks that the 
appliance distribution business is a soft 
touch, Mr. Miller says. As a matter 
of fact the bonanza days are over. 

The appliance business is simmering 
down to respectability, Mr. Miller 
thinks. Lines are getting dependable 
Solid worth in appliances such as one 
finds in hardware items is coming in. 

The Miller-Jackson firm spread out 
like all others did, and today has a 
book a foot thick containing all of the 
items carried. 


Handy Torch Arrangement 
Cleans Repair Parts 


HANDY torch arrangement for 
cleaning metal repair parts for 
washing machines and other appliances 
has been constructed by the C. E. 
Anderson Electric Co., Rockford, III. 
Using compressed air, bottled gas 
and a couple of ordinary rubber hoses, 
the repair department staff built a 
torch arrangement which can clean 
many metal parts quickly and thus 
speed repair work and make a more 
efficient repair job. The setup is more 
effective than an ordinary blow torch, 
for the flame does not get so hot as the 
former and it can be controlled much 
better for the purpose for which it is 
intended. 
















Efficiently cleaning metal parts of washers, this handy torch arrangement speeds 
repair work. The setup is more effective and far cooler than ordinary blow torch. 
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ELECTRONIC CORP. OF AMERICA 
45 West 18th St., New York 11, N. Y. 


Gentlemen: Please send full details on the ECA 
Radio Franchise, without obligation. 


ECA Radio presents WILLIAM S. GAILMOR, 5 nights weekly, over WJZ, key station of Blue 
Network. Free offer of booklet “A Plan for America at Peace” is helping ‘‘pre-sell” thousands 
of potential customers, who are sending in their reservations for post-war ECA Radios. 


 Citcrronic Corp. or GMERICA m tr 


45 WEST 18th STREET - NEW YORK 11,N.Y. Louw iatnineil 
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GOLD STANDARD! Silex is the standard by 
which all coffee makers are judged. 


“24-K” PRESTIGE! The Silex coffee maker 


adds to your reputation for carrying the top 
brand in every line. 


THE REAL THING! No neea to say “just as 


good as Silex.” Too many people already know 
that only coffee makers plainly marked “Silex” 
can make coffee so clear and full flavored . . . that 
only the Silex coffee maker has the patented 
FLAVOR-GUARD filter. And millions more are 
learning, from Silex advertising. 


GOOD AS GOLD in your inventory! An- 


other Silex feature that can’t be duplicated is 
the way Silex products move off your shelves. 


GOLDEN TOUCH in advertising! Silex na- 


tional ads dominate the field—in frequency, in 
number of consumers reached, and in the mouth- 
watering way they stress Silex coffee goodness, 


obtainable only with coffee makers marked 
Silex. 


GOLDEN PROSPECTS ahead for you — with 


sensational new coffee maker developments and 
the already proven Silex Steam Iron, ready to 
launch the minute peacetime production can be 
resumed! 


tHE SF ILE X co. 


HARTFORD 1, CONN. + ST. JOHNS, P.Q., CANADA 


@TRAOE MARK PEGISTERED U. &. PAT. OFF. 
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Hoa 


Lists Standard 
Radio Repair 
Charges 


HEN the average car owner 
walks into a garage and is told 

that his car needs a valve grinding job 
or a piston ring job, he has a very 
definite idea of what such repairs are. 
And because he knows, he is willing 
to pay the price for such repairs. 

However, according to Sam “Red” 
Eisenhower, sixth cousin of General 
Ike Eisenhower, operator of the Radio 
Hospital, Rockford, Ill, the average 
radio set owner does not possess the 
knowledge of his set that a car owner 
does of his automobile. Condensers, 
transformers, etc. are mere names to 
most customers, meaning very little. 

For this reason, Eisenhower and his 
radio repair staff have for some years 
been carrying on a very effective edu- 
cational campaign to teach customers 
what repairs can be made on radios 
and what such repairs cost. And when 
customers become interested in such 
repair knowledge, they are more satis- 
fied, Red Eisenhower states. 


Sign Lists Radio Jobs 


With this view in mind, Mr. Eisen- 
hower has a large sign in his sales- 
room which has this headline: 


“OUR CHARGES FOR RADIO SERV- 
ICE AND REPAIRS ARE STANDARD 
AND REASONABLE. AS RECOM- 
MENDED BY RADIO MANUFACTURERS 
SERVICE." 


Below are listed all the repair and 
service operations which the firm per- 
forms. When a job is completed and 
the customer calls for his radio, Red 
Eisenhower likes to take him to this 
sign and point out the various repairs 
that have been made on the radio. 
Numerous customers appreciate this 
service, he says. It starts to give 
them an idea of what the repair steps 
are in fixing a radio and what the 
charges are. 

“This is an effective way to educate 
the customer,’ says Eisenhower. 
“Many folks who bring their radios in 
for repair will stand and study that 
chart. Because of the many operations 
listed, the customer can see there are 
many things that may be wrong with 
his radio set. He begins to appreciate 
what a good radio service job is, and 
he begins to ask us questions. While 
we are very busy in wartime, we still 
like to answer questions, for we think 
this is one of the best ways to educate 
customers.” 

One way in which the chart works 
out during wartime is as follows: many 
people bring small radio sets in for 
repairs, sets which cost perhaps less 
than $20 and which have been stored 
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After a look at this detailed chart, the 
average service customer is much better 
able to appreciate why certain radio 
repairs are so costly. 


in attics for a number of years. When 
such sets are put in workable condition 
the repair bill often runs from $10 t 
25. 

This is often a shock to the customer 
until Red Eisenhower uses the chart 
to point out the various charges. In 
most instances customers are told in 
advance that some of these jobs run 
$20 or more. This also helps to soften 
the customer, for he knows in advance 
that the repairs may cost around $20) 
even though he hopes that they will 
run less 

“One reason why we are so anxious 
to explain to customers why they hav 
to spend their dollars for radio re 
pairs,” says Mr. Eisenhower, “is du 
to the fact that we have always wanted 
to build a fine service business. Th 
more our customers know about radi 
service, the quicker they will be t 
appreciate what we do for them. S 
ondly, through an efficient radio 
pair service in wartime, we figure we 
can also build an excellent prospect 
list for new radios in postwar. Th 
repair customer who is satisfied with 
our work during wartime is certainly 
going to give us first chance when h« 
decides to buy a new radio after sets 
are again available.” 


Hospital Insignia 


Eisenhower points out that a good 
service shop is really a “radio doctor” 
and that is why he has chosen the name 
“Radio Hospital” for his shop. He 
says this ties in with his avowed policy 
of educating his customers as to the 
ills and charges on radio repairs. 

The exterior of his shop has appro- 
priate hospital insignia and makes his 
place of business stand out very clearly. 
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DISTRIBUTORS | 


ALBANY HARDWARE & IRON CO. 
Albany, N. Y. 


AMERICAN HARDWARE & 
‘SuPPLY CO. Pittsburgh, Pa. 


BONDURANT BROTHERS 
COMPANY Knoxville, Tenn. 
BRANDON COMPANY 
Little Rock, Ark, 
BUILDERS FURNITURE & 
CARPET CO. Chicago, Ill. 
CABELL ELECTRIC COMPANY 
Jackson, Miss. 
CAIN & BULTMAN, INC. 
Jacksonville, Fla 
CARPENTER, F. O. & SON 
Columbus, Ohio 
CERTIFIED APPLIANCE 
DISTRIBUTORS, INC. 


CLOUD BROTHERS 


DECATUR & HOPKINS COMPANY 
Boston, Mass, 


ELECTRICAL PRODUCTS, INC. 


’ 


FRANKE, C. D. & COMPANY, 
INC. Charleston, S. C. 


GOUGH INDUSTRIES, INC. 
San Diego, Calif, 


GRAVES ELEC. SUPPLY CO. 
$s. Cc. 


JACKSON HARDWARE CO. - 
Aberdeen, 


KEITH SIMMONS COMPANY, 
INC. 


Nashville, Tenn. | 


LEGUM DISTRIBUTING COMPANY 


McGREGOR HARDWARE 
COMPANY Springfield, Mo. 
MATHIAS, ALBERT & COMPANY 
El Paso, Texas 


MONROE FURNITURE COMPANY 
Monroe, La. 


MOORE'S WHOLESALE 
Miami, Fla. 


OTT HEISKELL HDWE. COMPANY 
Wheeling, W. Va. 


SAN ANTONIO MACHINE & 
SUPPLY CO. Waco, Texas 


SCHULTZ, ARTHUR F. CO. 
Erie, Pa. 


SEMMES HARDWARE COMPANY 
Savannah, Ga. 


SHAPLEIGH HDWE. COMPANY 
St. Lovis, Mo, 


STRATTON & TERSTEGGE CO. 
Lovisville, Ky. 


SUN FLAME APPLIANCES, LTD. 
Ridgefield 


ie Me Be 


TAYLOR, DAVID B. INC. 


Baltimore, Md. 
WILLIAMS HARDWARE CO. 
Fort Smith, Ark. 
WITTE HARDWARE COMPANY 
St. Lovis, Mo, 
YANCEY COMPANY, INC. 
Atlanta, Ga. 
YONTS RADIO & APPLIANCE 
‘co., INC. Dayton, Ohio 





3.0. peak 


NSPIRED by wartime ingenuity in design, invention and precision, 
| the Lindemann & Hoverson planning department has perfected new, 

advanced features that will give L&H dealers more to sell—faster turn- 
over — and will give your customers more for their money! 

A hint of what's coming — beautiful gas ranges ‘‘tailor made” for 
the gas to be used; electric ranges with new controls that give maximum 
time saving and cooking conveniences! 

Truly better than any you have ever seen, the advanced postwar 
L&H models will win instant enthusiastic approval. 

Vital war needs limit the manufacture of electric and gas ranges. 
Production for Victory comes first! 

But now is the time to plan your future — to get set — ready to go! 
The complete L&H line is backed by 70 years of business success. I wall 
be a good line for you to sell! 


A. J. LINDEMANN & HOVERSON CO. 


Since 1875 


MILWAUKEE 7, WISCONSIN 





<u. = 


gos ALCALRE 


nufacturers of ELECTRIC RANGES + ELECTRIC WATER HEATERS © GAS RANGES + OIL STOVES + PORTABLE OVENS + OIL HEATERS + WICKS 
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| All in full color... all in full pages . . . Bendix Radio National 
Advertising will blanket the market everywhere with millions 


upon millions of messages 


to the homes of mem | 


BUILD 
BEST 


with 


BENDIX 
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25 CENTS 


EDBUUK 


EDR 


‘Will poe be tenty when jobeny comes werching bens? 


¢ 


Outstanding features... creative engineering . . . superior 


performance .. . eye-winning styling . . . national reputa- 


tion . . . genuine postwar merchandise . . . these are the 
factors that will determine who gets the big play in postwar 
radio gales! These are exaetly the advantages offered by 
Bendix—and in 1945 Bendix will presell the market for 
postwar sales, with one of the largest national advertising 
campaigns in the industry, appearing in the biggest and 
most influential magazines in America. The Bendix Home 


Radio advertising, merchandising and promotion program 


“Bend. 








‘Radio 


Division of Befidix Aviation Corporation, Baltimore 4, Maryland 


ROSSIA HOLDS TROMPS 
AGAINST JAPAE 


AN 13, 1945 im Beek: HIGH TIME 
? pa ¥y Mary Lesswell, evther 
j of Sets ie Your Cys 
j 
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will be a million dollar program, 


Remember—everything points to the faet that vou ll d 
best with Bendix—a line that’s all new. a real postwar 
radio built by the greatest name in wartime radio—the 


only big name to enter the postwar field. 


SEND FOR THE BENDIX BOOK NOW! 


Get the whole story of the Franchise with a Future 
Send for the book, 


Home Radio Market 


1 Great Name Soars into The 





2 
REMOST SOURCE OF SCIENTIFIC INSTRUMENTS, CONTROLS AND COMMUNICATION DEVICES FOR LAND, SEA AND oiR 
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Conquers 


lemakers 


i took A. O. SMITH 

water-wise engineers 23,- 

000 test-years to make 

Permaglas invulnerable to 
the many weapons water uses in attack- 
ing storage water heaters. Day and night 
since 1929 these tests have gone on 
ceaselessly. 

Tannic acid, for instance, is one of the 
worst troublemakers in water. It attacks 
ferrous metal and forms a bluish-black 
ferrous salt that acts like ink or dye... 
but not in Permaglas! A.O. SMITH engi- 
neers have fortified Permaglas to resist 
tannic acid and all the other trouble- 
makers in water, to assure hot water as 
untainted and untinted as the original 
water supply itself. 

There is no way of by-passing or short- 
cutting the long years of time, patience 
and thousands of tests required to per- 
fect Permaglas, the sparkling blue, mirror- 
smooth, glass-fused-to-steel of SMITH- 
way Permaglas Electric Automatic Stor- 
age Water Heaters. 

Write for ‘““The Inside Story of Perma- 
glas”—a great aid to sales. 


Buy on Extra War 
Bond This Month 


A. O. Smith Corporation, Dept. E445H, M 





|'He Made a Business of 


ATTRACTING WOMEN 


When a quarter-million dollar appliance busi- 
ness went out the window, Anderson Electric, 
Rockford, Ill., went into china, giftwares and 
appliance servicing to keep the feminine trade 


| 








ELECTRIC 
WATER HEATERS 


ilwaukee 1, Wis. 


Please send nie a copy of “The Inside Story of Permaglas.” 


Name 
Company Name 
Address 

City & State. 





URING the last pre-war year, 

the C. E. Anderson Electric Co., 
Rockford, IIl., did a $225,000 business 
on appliances and service. When war 
came, C. E. Anderson and M. Gustaf- 
son, owners, knew that they would 
have to do something to get additional 
volume during war years in order to 
make a profit and to build for the 
future. 

After much thought, they finally de- 
cided on lines that would appeal to 
women. They realized that in post- 
war, more than ever before, women 
would spend most of the family dollar. 
Therefore, they decided that their néw 
lines must appeal to women. Both 
owners figured that by building a trade 
on women’s items, they would thus 
win many customers who in post-war 
would be logical prospects for washers, 
ironers, vacuum cleaners and other 
appliances, 


Pick China Lines 


The lines that Anderson and Gustaf- 
son chose were china, glassware and 
gifts. The volume of business attained 
on these lines was so large that today it 
constitutes 60 per cent of the store’s 
volume. The total yearly volume does 
not approximate the $225,000 pre war 
appliance volume by any means, but 
both Mr. Gustafson and Mr. Anderson 
say that without the new lines they 
could not have stayed in business at a 
profit. 

Once these men decided to add the 
new lines, the question of display and 
selling became of prime importance. 
Mr. Anderson is an expert carpenter, 
in addition to an electrician and 
merchandiser, and he designed and 


C. E. Anderson does a good service business. 
Above, he inspects a special washer parts 
stock arrangement. 


constructed some excellent shelving for 
the new lines. Other members of the 
staff arranged for indirect lighting and 
other display advantages. 

Another important step was to con- 
struct a basement show:oom for some 
of the new lines, in addition to the 
extensive first floor showings. To ac- 
complish this latter result, Mr. Ander- 
son cut an open stairway into the 
basement, finished it beautifully and 
also arranged for excellent lighting. 

Two downstairs rooms were con- 
verted into display areas for the new 
lines. Mr. Anderson finished these 
two areas in knotty pine and gave them 
excellent lighting. Glass shelving and 


The first-floor display of the C. E. Anderson Electric Co. is chiefly devoted to gift- 
wares and china, which has brought in an increasingly large number of women. 
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NEW APPROACH... to Practical Store Planning 








a 
‘ - r 
RICHARD M“BENN i? 


| SOR OF INDUSTRIAL DESIGN 


YALE UNIVERS! Ty 4. Moderneering uses standard ma- 


; terials which will be readily available 
locally through national manufactur- 
1. Outstanding store planning expert ers’ channels. 


brings the latest practical techniques 


to dealers everywhere through Mod 
ness. 


arts 


2. Cooperating national manufacturers add 
their practical, down-to-earth experience to 
Moderneering—Pittsburgh Plate Glass Co 


erneering — Universal's new store plan 
ning guide 


store fronts; Congoleum-Noairn, Inc. — 
floors; Sylvania Electric Products inc.— 
























for lighting; W. C. Heller & Co.- fixtures; The 

the Celotex Corp.— interiors 

and 
>On: 
ome 

the phrae 3. Moderneering’s up-to-the-minute ideas 

COPYRIGHT 1945, LANDERS, FRARY & CLARK on store planning guide your local archi 

hed tect in doing the best and most practicol 

er- job for your store 

’ 4a 4f 
the HERE’S WHAT THE “U” PLAN 
and 
44 4 

. HAS IN “STORES” FOR YOU! 
>on- 
new P . ° : *y: . 
oe Store planning should be practical, basic, down- of architecture and retailing developed in co- 
hem to-earth — that’s Moderneering! It should be operation with America’s leading manufacturers 
and 





easily adapted to your local problems. It should 
utilize standard materials readily available 
through established channels — that’s Modern- 
eering! 

Moderneering points to the future with bet- 
ter basic plans and methods for selling merchan- 
dise easier and faster. It presents the latest 
thinking of outstanding authorities in the fields 






aie 7 oinei/ 


of store fronts, floors, lighting, fixtures and dis- 
plays. To make it workable for your store... 
your community and your budget, Moderneer- 
ing supplies typical layouts, specifications, esti- 


mates and local sources of materials. 


Simply fill in the coupon—secure your 
Moderneering course and portfolio—call in 


your local architect and you’re ready to go. 















Cato ono - 


Londers, Frary & Clark, New Britain, Conn. 
»» Store Planning Division EM a 
“. Gentlemen: 





erneering Guide to Store Planning. 





| plan to modernize my store—please send me complete Mod- 
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Use these new G-E 
as stepping stones 


OPA Ceiling Price 
$4.95 plus tax 


69%, of all the women interviewed in a recent survey 
said that when it came to buying an alarm clock, they 
would buy an electric alarm clock. 


You can start tapping this big source of profitable 
. with G-E Alarm Clocks. With- 
out curtailing our war production, General Electric is 
turning out fine, prewar quality G-E Alarm Clocks in 
limited quantities. 


business right now . . 


Your customers have been reading about these 
clocks in Liberty, Collier’s, Look, and Cosmopolitan. 
They’ve been learning about these wonderful G-E 
features: 

e trouble-proof, self-starting motor 

e extremely quiet operation 

e sealed-in-oil, long-lasting mechanism 
e big, convenient sweep-second hand 


@ persistent but pleasant alarm 
Now’s the time to start planning a G-E Clock section 
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Alarm Clocks 





for your store, As our production of G-E Alarm Clocks 
increases, you'll be building a big volume business. 


The customers who buy dependable, accurate G-E 
Alarm Clocks are going to be prime prospects for G-E 
Kitchen Clocks, Occasional Clocks, and Strike Clocks, 
too. General Electric Co., Appliance and Merchandise 
Department, Bridgeport, Conn. 


TUNE IN: “The G-E House Party,” every afternoon, Monday 
through Friday, 4 p. m., E. W. T., CBS. “The G-E All-Girl 
Orchestra,” Sunday, 10 p. m., E. W. T., NBC. “The World 
Today,” News, Monday through Friday,6:45 p.m., E.W.T.,CBS. 


FOR VICTORY—General Electric is working night and day to 
back the attack.. You can help, too, by buying and holding 
more War Bonds than before. 


Everythin_ Electrical for Homes after Victory 


GENERAL @ ELECTRIC 
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plenty of mirrors helped to make these 
display areas very attractive to women 

Before the store added the new lines 
Mr. Anderson says that there were 
about 60 customers who visited th 
store for repairs and other services 
daily. Today the store averages about 
200 customers per day, totalling abou 
1200 per week. 

“Our women’s lines include a larve 
selection of dinnerware,” said \r 
Anderson, “We carry a large variecty 
of patterns, with sets priced from $7 
to $50 or more, depending on what the 
customer wants. Dinnerware has 
proved to be a good business builde 

This electrical merchant points out 
that women come from considerable 
distances to buy dinnerware and gifts 
at the store because of the wide variety 
of stock and the reasonable frices 
Such customers may visit the store 
four to five times a year or more to 
buy different articles. 


ij 


Basement repair shop of Anderson Electric 
does a job on all appliances except radio 





“We figure that our women’s lines 
have made hundreds of additional 
friends for us among women cus- 
tomers,” says Mr. Anderson. “These 
women are going to buy appliances 
postwar, and certainly we expect that 
we are going to cash in on the cor 
tacts that we have made with suc! 


people. .Many of them inquire fror 
time to time about new appliances. We 
have quite a list of what we consic 
to be good prospects. [ don’t think we 
could have chosen any other lines 
which would have helped us to create 
so many appliance prospects, and at 
the same time earn enough profit to 
keep a four man organization going 
during the war period.” 


Big Repair Dept. 


This electrical firm has a large, wel! 
equipped repair department in the base 
ment of the store where practically 
any appliance, with the exception of 
radios, is repaired. Many appliance 
repairs have been secured from ne 
line customers and vice versa. 

Mr. Anderson and Mr. Gustafso: 
both say that they are going to retain 
most of their new lines in the post- 
war era, because such items hav 
proved that they will attract women 
customers. However, the space give! 
to a showing of the new lines wil! 
be restricted in postwar. The firm i 
fortunate in having considerable di 
play space and thus both applianc« 
and the new lines can be given prope 
showing. 


ELEC 
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WOMEN ARE 
YOUR BEST CUSTOMERS 





34% 









91% 


LADIES WOME 


*% SAVE WASTE PAPER — BUNDLE IT PROPERLY AND SEND IT TO WAR Largest audited circulation of ANY magazine 
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ICE TRAYS AND GRIDS OF 


pg) 


‘ 
b fj (| lt {I | | lf i} (Continued from page 62) 
These Appliances 


Not For Sale 


TRUE “shopper-stopper” was the 

recent window display installed by 
Floyd Umbarger of San Diego. The 
window actually contained five new 
and unused electric appliances. These 
were throned in state and labeled care. 
fully “Not for Sale”. For when Un- 
barger got down to his last toaster 
percolator, waffle iron, etc., he decided 
not to sell them, but to put them away 
They now rank as museum pieces and 
as such are far more valuable as win- 
dow ¢rimming than any price he could 
hope to receive for them. Following 
the negative admonition in the display 
was a positive one “Buy War Bonds”. 
There also was the reminder that some 
day, when war restrictions could again 
be relaxed, the store expected to be in 
the electrical business again. In the 
meantime it keeps going with gift- 
wares, records and radio repairs. 








Autographed Albums 
Help Sell Records 


Thearle’s Music Co., 640 Broadway, 
San Diego, Calif., sold several thou- 
sand extra copies of Capitol Records 
in one afternoon recently when vice- 
president Harry E. Callaway staged a 
personal appearance of Capitol’s song- 
stress, Ella Mae Morse. Miss Morse 
autographed copies of her own records 
for her fans. An attractive window 
display and two daily newspaper ads 
announcing her appearance aided in 
filling the store to almost overflowing. 


good salesmen because they have that CLEAN look $125k Oh the Future 


HAT prefabrication as a practical 


: ; ; factor in postwar building will be 
Aluminum ice cube trays and grids look speed freezing of ice cubes and desserts. confined to interchangeable elements 


a oe » thee axe. WI aves find i Al : : ff heat i bos in construction, such as parts of kit- 
clean because they are. Housewives find it Aluminum carries o eat in a hurry. chens and bathrooms, that “social kif- 
easy to keep “friendly-to-food” aluminum Atuminum Company oF America, 1830 chens” may become more common than 

: : dining rooms, that the advent of the 
clean and sanitary. Put to work, they help Gulf Building, Pittsburgh 19, Perina, home freezet will profoundly affect 


architectural design, calling for larders 
and storage rooms, and that emphasis 
must be placed on preparing for future 
as well as present family needs were 
answers provided by Michael Good- 
man, professor of architecture at the 
University of California to questions 


Pele asked by members of the San Fran- 
CGH? cisco Women’s Conference at a recent 
7+ LU M 2 “ U NA meeting devoted to the subject of the 


postwar home. He stressed the im- 
LS portance of unseen elements of build- 
ing, such as plumbing and adequate 
wiring, stating that “a house is as old 
as its arteries”. Professor Goodman 
has been serving as emergency plan- 
ning advisor to the government in the 
eight western states. 
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“Big Set” Tone in “Compact” Sets: 
in Olympic’s “tru-base” system, new 
electronic principles replace—within the 

electrical circuit—the rich bass tones... 

tical heretofore “lost” in all but large, costly 

es consoles. By restoring true resonance to 

kit- the bass register, “tru-base” releases 

kit- “ear-balanced” realism throughout the 

than entire tonal scale. “tru-base” will be 

the available in modestly-priced, brilliantly 

ws styled Olympic table sets and radio- 

ae e e . 

7 phonograph combinations. Register your 

ture interest by writing to: Olympic Radio 

vere & Television. 510 Sixth Ave.. New York Il. 
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Insect Fi if 


lsoes 


and brings you profitable 
new business with 


Just as the history-making inventions of the past have piled up profits 
for those alert enough to get behind them, so Gardner Electric Fly 
Screens and Traps offer you a business building opportunity for post- 
war so broad and so big that it embraces every major market—resi- 
dential, commercial, industrial, institutional, agricultural. 

These popularly priced screens and traps work 

continuously without attention, offer the best, 

most effective and most economical way 

to keep premises free from winged in- 

sects. Screens are adjustable on all 

sides, are completely safe, 

are easy to install. Traps 
are portable, plug in 
anywhere, can be 

illuminated for night 

flying insects. Plan 

for your share of 

this profitable business 

by writing today for full infor- 
mation on the 


Gardner 


creased postwar sales. 


opportunities 
offers you for in- 


Gardner Electric Fence Controllers 


Gardner makes a pioneer line of safety-approved bat- 
tery and high line models with hard-hitting advantages 
that give you a lead over competition in the ever 
growing field of farm fencing with electricity. 


bardner Mfg.Co. 


5745 Kansas St. 
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Horicon, Wis. 





Urges Association 
Of Service Supervisors 


a has been so long since Howard 
B. Sieggen started repairing things 
that he almost feels as if he were born 
with a socket wrench in his hand. To- 
day as service supervisor for the Con- 
tinental Electric Co., 1517 Oak St., 
Kansas City, Mo., he surveys the serv- 
ice situation in that Kaw village from 
the mountain top of a distributing 
organization. 

Mr. Sieggen is one of the advocates, 
along with O. T. Leasure of St. Louis, 
for the forming of a service supervis- 
ors association, 


Howard B. Sieggen, has fixed everything 
from Iskos to ice machines in Kansas 
City. 


“The service situation at the start of 
the war was an inchoate, amorphous 
mass,” he declares. “There is a need in 
this service business for a passing 
around of ideas from shop, some way 
to get dope when you want it, presen- 
tation of new methods, and some sort 
of machinery to correct abuses.” 


K. C. Service Situation 


As to the service situation in Kansas 
City, he feels that 80 percent of the 
repair work being done is satisfactory. 
Of the 20 percent that is no good, Mr. 
Sieggen thinks that a third is due to 
poor workmanship and two thirds due 
to poor parts trouble. Radio abuses 
are greatest. He ascribes it to the 
fact that radio repairmen were the 
most underpaid fellows in the business 
before the war, and today are probably 
taking advantage of the situation to 
cash in. 

“The average service man is honest 
in his attitude,” he says. ‘Mechanical 
work takes honest thinking, and it 
spills over into customer benefits.” 

That electric shops are going to con- 
tinue in their servicing after the war 
is a certainty now in the Sieggen 
opinion. A two-man department can 
handle an overall line for a dealer. In- 
asmuch as dealers of the future will 
probably lay off hermetically sealed 
refrigerators completely except to per- 
form control adjustments, it is logical 
that their service efforts will take in 
about every type of appliance activity 
to keep up the necessary volume. 

Mr. Sieggen thinks that the small 
service setup is the most economical, 
but points out that there are examples 
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of large service organizations doing a 
service job. For example, the R. E. 
Parsons Electric Co. had 150 men 
servicing Frigidaires in Kansas City 
at one time and had a good department. 
One of the reasons for the Parsons 
success was due to the fact that the 
help made good livings out of their 
work. Too many large organizations 
try to skimp on living wages, not 
realizing that any employees who are 
hungry or living under sub-standard 
conditions will steal. 


Training New Men 


In the matter of training new e1 
ployees Mr. Sieggen declares that 
there is no substitute for experience. 
Taking courses in high school does 
some good. The Argentine High 
School in. Kansas City is today using 
Westinghouse training films. Mr. 
Sieggen himself went to Lathrop Vo- 
cational School. But it all adds up to 
experience. 

The batch of salesmen who are com- 
ing on the scene after the war are 
going to have more knowledge of the 
mechanical innards of appliances than 
ever before. So many firms have placed 
their salesmen in service jobs to keep 
them going. Outstanding example of 
salesmen turned service men, Mr. 
Sieggen thinks, are Ray Schecker and 
Lynn Bickner of the Kansas City 
Power & Light Co. 

Repair of small appliance offers an 
attractive field that is more or 
less virgin, he thinks. The Stewart 
Electric Co. of Independence, Mo., is 
an example of a man who operates a 
small appliance and gift department, 
with the aid of his wife. Mr. Stewart 
repairs small appliances, which is 
more or less of a specialty in Inde- 
pendence. 

Howard Sieggen has been a con- 
tributor of ideas to trade magazines 
for years on kinks and repairs. His 
latest idea, which he tossed in to make 
this interview good, was the stunt of 
using Oakite to clear up the grease on 
washers. It’s much cheaper than oil 
and does an equally good job. He got 
the scheme from Ed Marling of 
Topeka, Kans. 


32 Percent Want 
Home Freezers 


IRST returns to a postcard sent 

out to a representative group of 
Southern California Edison Co. 
domestic customers indicate that there 
will be a strong market in southern 
California after the war for some of 
the new and hitherto less accepted 
household appliances, as well as 
stored up demand for the older major 
appliances. Thirty two percent of 
the persons questioned signified their 
intention of buying electrically oper- 
ated home freezer units after the war 
Eighteen per cent plan to buy electri: 
garbage disposal units; seventeen per 
cent will purchase electric dishwash 
ers. Forty percent are in need of new 
refrigerators. 

The survey was confined to majo: 
electrical kitchen convenid@ces and 
does not reveal the widespread desir¢ 
for the smaller electrical equipment 
Data is being compiled in a market 
study book for this region. 
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Plenty, brother—he has plenty. 
He has the one-and-only Bendix Automatic Home Laundry! 
He has the results of eight years of home-proving. 


He has more than three hundred thousand enthusiastic 
owners. 


He has the patronage of Uncle Sam—with thousands 
of machines serving the Armed Forces. 


He has the backing of the industry’s finest testing 
laboratory, plus the Bendix Home Laundry Institute. 


He has the only completely home tested and proved 
“automatic’’—that washes, rinses and damp dries 
at the click of a switch. 


He has the benefit of powerful advertising and sales helps— 
and. a factory that is set to serve him to the limit. 


He has the greatest ‘‘waiting list’”’ of buyers that ever favored 
any electric ‘‘washer’’ any time, any where on this earth. 


He has the best profit outlook that any electric “‘washer’’ 
dealer ever had—and he knows it! 


He is a man to be envied—and he knows that, too! 


BENDIX~~Home Laundry 


Bendix Home Appliances, Inc., South Bend, Indiana ... 
Pioneers and Perfectors of the Automatic 'Washer”’ 
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S NGTION corned... 


Recognition of even an outstanding 
product is not easily earned or lightly 
held...nordoes it take place over night. 


The care exercised in the making of 
Conlon appliances—through the years 
—has earned the distinction of pro- 
ducing machines which have become 
the measure of quality in their field. 
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i - = We acknowledge and appreciate this 
is ; © respect for excellence in the develop- 
2 . ment, manufacture and merchandising 
:" ° of household appliances. We pledge 
: “3 our energy and resources to further 
& ¥8' these qualities . . . in our plans for the 
& 3 future. 
. om . 
: #4 CONLON Corporation 
** ug = -:1824 S. 52nd Ave. Chicago 50, lll, 
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The Banks Promote 
Home Modernization 








CONTINUED FROM PAGE 29 


picture as outlined above, $60 being 
the minimum loan granted for such 
purposes. Terms are on a basis of a 
minimum of $3 a month, with 12 
months to pay. 

The Philadelphia Electric Co., in 
addition, is starting a series of train- 
ing courses for wiring men and will 
also sell jobs through their own sales 
organization. 


Wiring Standards 


To further the good work, the Elec- 
trical Association of Philadelphia has 
published a booklet containing its own 
recommended standards of residence 
wiring. The standards are divided into 
minimum requirements and recom- 
mendations. Basic requirements: 


|. A service entrance of adequate capacity 
to meet existing and known electrical de- 
mands within a reasonable portion of the 
structure's life. , 

2. A sufficient number of branch circuits to 
prevent over-loading of any circuit. 

3..At least one circuit of 20-ampere ca- 
pacity (No. 12 wire) for portable, heavy- 
duty, plug-in devices. 

4. A sufficient number of outlets for con- 
venience, proper arrangement of furniture, 
freedom from multiple cord extensions (the 
Octopus Outlet), and the constant removing 
of one appliance to accommodate another. 


On new construction, one lighting 
circuit for each 600 square feet of 
usable floor area is required; for exist- 
ing houses, one lighting circuit for 
each 750 square feet of usable floor 
area. Under the recommended stand- 
ards, however, the number of lighting 
circuits should be determined by pro- 
viding one circuit for each 500 square 
feet of usable floor area. Additional 
details are provided for wiring in 
every room in the house and a long list 
of uses of electricity in all types of 
appliance use is appended with sugges- 
tions for wiring. 


Home Planning Institute 


Another element of the post-war 
planning going on in Philadelphia is 
the sponsorship of the Home Planning 
Institute, already well-known in sev- 
eral other sections of the country, by 
the Quaker City Federal Savings and 
Loan Association. The Home Plan- 
ning Institute in Philadelphia holds 
meetings regularly at which invited 
speakers from various branches of the 
house building and associated indus- 
tries give talks on such subjects as 
construction, flooring, kitchens, air 
conditioning, windows, location, deco- 
ration, lighting, appliances, mortgages, 
heating, financing and insulation. 

These combined activities by the 
local banks and savings and loan asso- 
ciations of Philadelphia, together with 
the continuing activities of the Elec- 
trical Association of Philadelphia and 
the Philadelphia Electric Co. are build- 
ing a backlog of consumer acceptance 
and desire for both modernizing of old 
homes and the construction of new 
homes which should be a potent factor 
in post-war sales of equipment. and 
services. 


1945—ELECTRICAL MERCHANDISING 





worsen Foy 


or 


Putas: 














































: . ; init ee 
Nn 
——- 

. 

, * 
ing . iC Cty ale 
uch ‘eet 
‘ , | 4 

= ¢ 
-with these WELL-KNOWN NAMES 
Lin- ie 
will Be age tlh | 
ales “% F , 
Ve +. oN 
* ALLEN DISTRIBUTORS 
wn THE VANCEY Co. Ine. “ Miami" vamos, and INC. 
nce dqcksenvilte, 
nto Baltimore, Maryland GEO. H. LEHLEITNER & 
any WESTERN, MERCHANDISE uct tees, ta 
Buffalo, New York } WaARPER & McINTYRE CO. 4 
city The basic, “priceless ingredient” in your success yueree oper. 08. “Often Coder Rania, 1 bo: 
ies as an Appliance Dealer, is of course, your own SOUTHERN RADIO CORP. ARIZONA WHOLESALE 4 
the good name in your community .. . your reputa- on & S a ted 
tion for efficient service and fair dealing. Be Ee YORK QuPrey Ge. APPLIANCE WHOLE- ea 
SALERS OF OREGON f | 
§ to Ye ; o THE SMITH BROS. HOWE. Portland, Oregon | 
You capitalize on this reputation 100% when you y . be 
-e ‘ - _" Columbus, Ohio NELSON & SMALL b.] 
_ tie it to the famous name “ALLEN” on Heaters and Tees: 5 Guidhhous of Portland, Me. j 
7 Ranges of known quality. a vansville, Ind. ( WYATT-CORNICK, INC. ; | 
avy d, Va. ; 
als ALLEN Distributors are recognized leaders in the bs Grand’ Rapids, Mich. na -~ (tetas 
sre territories they serve-carefully selected on a iy ROSEY -munpny co. , San Fragelsco, Callf. 
the basis of reputation and dependability. "Milwaukee, Wise, WYETH HARDWARE & i] 
: f D4 4H DISTRIBUTING CO. 4, St. Joseph, Mo. | 
_ Right now, it will pay you to investigate the revo- Marrichere, Pa. * RYAN RADIO & ELEC. CO. 
-) lutionary ALLEN “LoPilot” Oil Burning Parlor Fur- ; ROval SrarnisuTing Ce. - a 
ing nace and Oil Burning Water Heater. The “LoPilot” i «6 MURRAY-BROOKS HOWE. MO QUIPMENT CO. 
of Burner (patent pending) affords amazing fuel-sav- | bake Charles. (a. St. Paul, Minn. a ) 
ist- ing economy, made possible by a new, specially t [Sania tae ne MAPPLIANGE CO. i 
4 , : ¥ ‘ * i Seattle, Washington | 
for designed pilot light which permits fast, low-pilot- ' STRATTON- WARREN autem acne en. | 
oor to-high-fire burner operation in mild or changing \_ Memphis, Tenn. Sioux Falls, S. Dakota 
nd- weather. ’ ee aS, DN 
ing 
To- 
are 
nal 
in 
list 
of 
es- 
Var 
is 
ing 
ev- 
by 
ind 
an- 
Ids 
ted 
the 
us- 
as 
air 
0 ALLEN MANUFACTURING CO., INC. 
+ NASHVILLE, TENNESSEE 
° 
$0- 
ith 
ec- 
nd 
Id- ; ¢ : 
ice ; . 
ad 3 
ew . 
‘or , > 
nd . ¥ 
ELECTRICAL MERCHANDISING—APRIL, 1945 PAGE 75 








APRIL, 1945—ELECTRICAL MERCHANDISING 





K 
ANEWAOTE 
IVHOME RADIO! 


Deolers! Distributors! Harken to the New Note in Home Radio! Awaken to the 
Postwar possibilities of the Maguire Home Radio line! You'll be delighted with 
Maguire styling, construction, flawless reception . . . just what you'll want to 
create “customer. clamor.” 

And it will be music to your ears when you learn about the profitable Maguire 
Franchise. Selected dealers... protected territories... national advertising ... 
cooperative local advertising ... window and showroom displays ... direct 
mail pieces... colorful catalogs ... guaranteed merchandise... and that’s 
not alll... Don’t miss this golden opportunity .. . your territory may still be open. 
Get the full story today about the radio line that will ring the bell tomorrow! 


Write to Magvire Industries, Incorporated, Sales Division, Greenwich, Connecticut 


A NEW NOTE,1N/ HOME RADIO 


ELECTRONICS = DIVISION 


GREENWICH *© STAMFORD «© BRIDGEPORT + NEW MILFORD 
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VICTOR ELECTRIC PRODUCTS, INCORPORATED 


EM 445, 2950 ROBERTSON AVE., CINCINNATI 9, OHIO 
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Installs Tube Locker 
In Radio Service Truck 


FTER taking careless handling 
and a rough jolting for a week 
or two in a radio repair truck, more 
than a few new tubes become com- 
pletely shot before they ever are placed 
in service in a set. Although no con- 
crete records covering losses of this 
nature were tabulated by William D. 
Bradley, head of Bradley’s Radio Serv- 
ice, Red Bank, N. J., he reports the 
loss ran so high that it goaded him into 
constructing a tube locker of the type 
shown in the accompanying photo- 
graph taken at his shop. 





This tube cabinet, easily built into side of 
radio service truck at small cost, greatly 
reduces tube losses formerly due to careless 
handling and rough jolting in truck. 


Previously, an assortment of new 
tubes were stacked in a carton, usually 
in a vertical position with the base 
down, as it would be placed in a set. 
And sometimes when repairmen were 
hurried, tubes got loose and kicked 
around on the floor for awhile. In any 
event, when the trucks rolled hard and 
long, often over jouncy country roads, 
tube mortality reached proportions 
demanding corrective action. 

Shown here is the first tube-carrying 
locker he constructed. The resultant 
immediate decrease in tube losses was 
so gratifying to him that he immedi- 
ately built similar lockers for his three 
other service trucks. Losses today, he 
says are negligible. 


Takes Little Space 


Just deep enough to accommodate 
tube packages stocked crosswise on the 
shelves, the cabinet takes up very little 
space along one sidewall of the truck, 
near the door. Sides and shelves are 
constructed of 4” boarding. The door 
is thin plywood. 

Tube packages remain in better 
shape, actually stand up four times as 
long, he says, when they are stacked 
in the cabinet. Formerly, after taking 
a beating floating around the truck for 
a week, they weren’t in suitable shape 
for delivery to a sub-dealer for later 
over-the-counter sale. Furthermore, 
Bradley says, inventory of stock on a 
truck now is a matter of but a glance 
because duplicate tubes are shelved 
together rather than jammed haphaz- 
ard into a box, requiring sorting each 
morning to take stock before the serv- 
ice trucks hit the road. 
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Here's what Red Jacket dealers have to help them clinch a growing 
but competitive water system market today for the time when they'll 
again have plenty of pumps to sell. 

Outstanding and exclusive mechanical features developed from 67 
years’ experience in building more than 6 million water service 
products— perfected to an even greater degree making pumps for 
the Armed Forces. 

An amazing Service Record—Red Jacket pumps are so well built 
and operate so effectively they require little field service from the 
dealer who sells them. 

A complete line of deep and shallow well water systems, hand and 
windmill pumps, and water conditioning units that will meet 95% 
of water service needs—every type in a price range to fit every 
pocket-book. 


There’s a proven combination that gets business. 


MANUAL ON “HOW TO 
SELECT THE PROPER 
WATER SYSTEM” 






77 irate 


7% 


Red Jacket has prepared a complete and compre- 
hensive Manual for Jobbers and Dealers that 


.) 
makes it easy to select the proper water system for each job. This 
booklet contains complete diagrams on various types of installations 
—pump type classification guide—water system selection chart —sec- 
t10n on why water conditioners are necessary. 


Write today for this free handy manual. Address Department 2. 
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Featuring a full line of PUMPS for shallow and deep wells, and WAT 
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STANDOUT SALES MAKERS OF 
RED JACKET SHALLOW WELL PUMPS 


1, Oilite Bearings—The same positive protection 
against lubrication you find in hi pri 
automobiles. 

2. Greater Bearing Surfaces — Connecting Rod, Cross 
Head and Eccentric ali have large bearing surface to 
lengthen life. 

3. Large Leak Proof Stuffing Boxes — Extra large box 
with ssx treated stuffi —_ on water end of pump 
assures long "pagtins: lite. ull size stufing box on 
power end tp 4. ,- tt, JS ol, 
shield or wiper keeps dust and water out of oil. 

4. Quick Removable — Inspection or replace- 
ment of leathers is only a matter of moments. 

... and many other outstanding features —double bear- 
ing crank , self-aligning “V" belt drive, auto- 
matic relief valve, brass valve seats with large water 
ways, complete automatic operation. 














AVAILABLE NOW? Yes, through Red Jacket jobbers in the 


limited quantities war restrictions permit. We ll make more | 


as soon as we're permitted. 


DAVENPORT, IOWA 








SOFTENERS 


APRIL, 











A RED JACKET MANUFACTURING co. 


| Association. 
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A Fresh Start 


To the Editor: 

We wish,,as must every other sin. 
cere appliance dealer, to heartily 
commend you fer your editorial in the 
March issue of EvecrricaL MEeEnrcn. 
ANDISING. 

If each of us who does the ultimate 
selling job for the manufacturers and 
distributors could tell them how they 
could best help us do a better job for 
them and for ourselves, we would but 
echo your words. 

If we all don’t take advantage oj 
our opportunity for a fresh start when 
the time comes, we may never again 
have the chance. Then, if the govern. 
ment, who has evidenced a fondness 
for regulating, feels that we aren't 
capable of regulating our own business 
and does it for us, we will have no one 
to blame but our own short sighted 
selves. 


Again—congratulations. Don’t let 


| the issue die until every man and 


woman connected with the industry 
has been made to give it some thought. 
S. M. Boyp 

The Collins Electric Co., Inc 
Springfield, Mass. 


Home-Making Course 
Broadcast Weekly 


“Home is What You Make It,” is 
the title of a new program broadcast 
every Saturday morning from 9 to 
9:30 a.m. Presented by NBC’s Uni- 
versity of the Air, in cooperation with 
the American Home Economics Asso- 
ciation, the General Federation of 
Women’s Clubs, and the National Con- 
gress of Parents and Teachers, and 
supervised by Jane Tiffany Wagner, 
director of home economics for NBC, 
this course aims to bring to the home 
maker in dramatic form up-to-the- 
minute news about problems pertaining 
to the home such as lighting and the 
up-keep of electrical household equip- 
ment. 

A home economics handbook, of 
which 4,000 copies have already been 
sold at 25c. a copy, is designed to sup- 
plement the series, and contains infor- 
mation on various phases of home- 
making touched upon by the broad- 
casts. Each section is written by an 
expert in her field. 


A NEW RETAIL STOKER ORGANIZA- 
TION has been started in Chicago 
known as the Chicago Stoker Dealers 
The following officers 
were elected: Otto A. Hillman, chair- 
man; E. Miner, secretary; B. W. Mur- 
ray, treasurer; and P. F. Bohmann, 
chairman of the board. 


JouN VASSOS, DESIGNER, stylist, 
author and illustrator, has resumed 
association with RCA Victor Div. of 
RCA as consultant designer. He was 
recently released from the Engineer 
Corps where he attained the rank of 
Lt. Colonel. 
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ELECTRICAL APPLIANCE PARTS Produced in ALS1Mac heat resistant 
compounds by die-pressing, these parts find wide acclaim among 
appliance manufacturers because of their dependability and uni- 
tormity. Ease of assembly and trouble-free service characterize 
AtS1Mac appliance parts. 


THREADED CORES Countless combinations for dimension and pitch 
are produced regularly for the electrical heater industry. Lengths 
up to 24" are common. Resistance to heat at elevated temperatures 
and dimensional uniformity make ALS1Mac Threaded Cores ideally 
suited to straight, sealed units. 


FOR COMPACT DESIGN, EASE OF ASSEMBLY 
AND DEPENDABLE OPERATION 


The ideal electrical properties of ALSiIMac Insulators, together with high mechanical strength 
and rigidity, assure compact design and dependable operation. Dimensional accuracy facilitates 


assembly. Made of permanent, heat-resisting materials which cannot char, ALS1MaG Insu- 


PARTS FOR ELECTRICAL CONTROLS Throughout the field of small 
electrical control equipment ALSiMac parts are found at key points 
in assemblies. Here again dimensional accuracy, high dielectric 


strength, low porosity and resistance to heat of ALS1Mac Ceramic 
Insulators facilitate compact design and assure dependable operation. 


THERMOCOUPLE INSULATORS Preferred by instrument servicemen 
AtSiMac Thermocouple Insulators are uniform, clean-bored and 








strong. These simple tubes play a vital part in the control of 


high temperature equipment. A complete line of ball-and-socket 
beads is available. Z 


CHARACTERISTICS OF 
ALSIMAG INSULATORS 


High Mechanical Strength 

Permanent Rigidity 

Low-Loss Factor 

High Dielectric Strength 

Will Not Absorb Moisture 

Chemically Inert 

Heat Resistant 

Precision Made of Purest 
Raw Materials 


lators are economical because of high speed production methods. Let us prove that ALS1Mac 


Insulators are best suited to your requirements. 





AMERICAN LAVA CORPORATION © Chattanooga 5, Tennessee oe. 


43RD YEAR OF CERAMIC LEADERSHIP 
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More WACS needed for hospital technicians 
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Frozen Food Prediction 
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HAT it will become common 
practice for the household to 
possess a frozen food locker in the 
home to which weekly deliveries of 
frozen foods will be made from a 
regular delivery service similar to 
that of bread and milk, and that party 
foods may be prepared at convenience 
in advance and frozen until needed, 
were predictions made recently by 
Mrs. Elizabeth Madigan, home coun- 
selor for the General Electric Home 
Institute, before a San Francisco gath- 
ering of home economists and maga- 
zine editors who had been invited to 
view a premiere West Coast showing 
of the sound film, “Frozen Foods.” 
B. N. Tassie, Pacific Coast appli- 
ance salesmanager for General Elec- 
tric, host for the occasion, forecast 
many changes in household habits due 
to this new method of food preserva- 
tion and pictured a future in which 
rare tropical fruits, frozen on their 
native plantations, would be available 
to every household. At the present time 
the sale of home freezers is still re- 
stricted to householders, such as farm- 
ers’ wives, who possess priority ratings 
because of distance from marketing 
centers and difficulty in keeping perish- 
able foods. 


Card File on 
Cleaner Repairs 


N. MORRISH, owner-manager 
e of the Regina Agency, 2848-30th 
Street, San Diego, keeps a simple card 
file in which he records the repair 
work done on each vacuum cleaner 
that passes through his door. With 
such a system, he is able to know the 
personal history of nearly every one 
of the 40,000 Regina cleaners that have 
been sold in San Diego since 1918. 
Although the entire personnel of the 
firm numbers only three today, Mor- 
rish is looking forward to the day 
when 35 to 40 salesmen will again be 
working out of the 30th Street office, 
covering the San Diego territory. 


Idaho Expects 
Steady Growth 


OINTING out that the wartime 

growth of the Idaho Power Com- 
pany in the number of residential con- 
sumers and in the amount of electricity 
they use per home, although remark- 
able, has not been in any sense a boom 
phenomenon, R. E. Gale, general sales 
manager for the company, has pre- 
dicted a steady increase during the 
postwar period. Residential and farm 
customers have increased 53 percent in 
ten years, from 1935 to 1945. During 
the same period the typical average 
annual consumption per home has 
grown from 1,230 kw.-hr. in 1935 to 
2,457 kw.-hr. in 1944 (more than 
double the present national average). 
Although the average customer now 
uses more than twice as much current 
as he formerly did, his annual bill has 
gone up only one fourth, from $43.87 
in 1935 to $55.93 in 1944, 
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is THE PLACE TO ADVERTISE 
H ome is the grandest place on earth. Few Americans will give you 
any argument about that. HOME is the BASIC place to advertise. Few 
business executives will deny that, either. In fact, so positive is their 
belief that, for 44 consecutive years, they have given to the Chicago 


Daily News more Total Display linage than any other Chicago news- 
paper— morning, evening or Sunday.* 
The Daily News is the preferred evening and HOME newspaper of 
Chicago’s substantial families: more than a million reader-friends in 
all. With responsive minds and means to buy, they are Chicago’s key 
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CHICAGO’S BASIC ADVERTISING MEDIUM 


*For foir comporison, liquor linage omitted since the Chicago Dorly News does not accept advertising for alcoho beverages 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General. Motors Building. 


NEW YORK OFFICE: 9 Rockefeller Plazo 
SAN FRANCISCO OFFICE: Hobart Building 
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Did You Say, 


‘SELL IT 





Superflame DELUXE TWIN 


Exclusive Economy Features You Can Really Sell! 


Exclusive! ... The only Twin heater with Fuel Saver 


Radiator. Saves 20% of fuel cost. See illustration at 
‘upper right. 
Exclusive! . . . Has two Superflame burners, Two 


heaters in one. Use one burner for mild weather — 
both when extra heat is needed. 
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YES. You Can Sell Superflame Room Heaters Now! 
Get New, Extra Profits, While Others Wait! 





20 Popular Models Include Top, Medium, and Low Priced Lines, 
and the Superflame DeLuxe Twin... Helps You Meet Any and 


All Kinds of Competition. 


Exclusive Superflame Fuel Saver Gives You Extra Sales Appeal 


Get set now for selling action! 
Our new Superflame Sample Plan 
enables you to build up a backlog 
of profitable orders now for future 
deliveries. Under this plan a lim- 
ited number of popular, smartly 
designed Superflame floor sam- 
ples are available to new, progres- 
sive distributors . . . without 
handicapping our present distrib- 
utors and dealers. 


Alert distributors and dealers will 
welcome this opportunity to get 
into sales action with the fast- 
selling Superflame line, now. 
Superflame’s style, workmanship 
and exclusive sales features, like 
the Fuel Saver Radiator, give you 
effective sales appeal. 


Valuable territories are open in 
certain sections for top-flight dis- 
tributors and dealers. Write us 
today. 


Queen Stove Works, INC. 


ALBERT LEA, MINNESOTA 


' 
} 
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Superflame Kitchenette 
--- A Specialty Item 
with Real Sales Appeal 


This smartly designed Combina- 


tion Kitchen Heater with Cooking ; 


Top and Water Heater makes a 
hit with housewives. Has polished 
cast iron cooking top for auxiliary 
cooking; pullout drawer or warm- 
ing oven underneath burner. Super- 
flame triple combustion burner. 
Heating capacity 20 gallons per 
hour. Finished in white porcelain 
enamel, Fast seller. 





















Popular-priced Superflame 
Combination Radiating 
and Circulating Heater 


Helps you meet “price” competi- 
tion! You can out-sell them on 
their own ground. Has 9” Super- 
flame triple combustion burner. 
Real economy. Minimum fuel con- 
sumption: 2 gallons in 24 hours! 
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SAVES 20% FUEL COST 


Exclusive! Yes, Superflame’s Fuel Saver Radia- 
tor gives you something extra to sell—A sales 
feature your competitor can’t equal! Cuts stack > 
heat loss 30% by actual test. Increases radiating 
capacity 100%. Increases radiating surface 
100%. Saves 20% fuel cost. Customers quickly 
appreciate this exclusive economy feature. A 
hig feature you can really sell! 
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Superflame Deluxe 
Water Heater 





























Superflame 
Line Includes 
Water Heaters == | 
and — iy 
Floor Furnaces 
Queen Stove Works, iwc. 4 Superflame 
ALBERT LEA, MINNESOTA Floor Furnace 
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LOOK TO 


LAU 


TO LEAD 


in product development in this field 








While the products of American industry were being improved 
consistently before the war, the vast requirements and the urgency 
of these requirements for war have accelerated engineering and 
design improvements, and invention, in practically every field. 
During the war, Lau has developed or assisted in the de- 
velopment of many very important war ay page of them 
highly secretive. The special blowers that Lau builds for the 
Boeing B-29 Superfortress auxiliary power unit, for Aleutian and 
Russian hangar so , for ventilation of power and radar trailer 
units, for refrigerated food storage units, and other purposes, 
have had to be engineered to meet performance tests under con- 
ditions which were unheard of, and entirely unconsidered, prior 
to the war. The improvements engineered into Lau Fans for direct 
and indirect war applications will be available for general resi- 
dential, industrial and commercial purposes after the war. 
For the present, our entire production is devoted to wartime assignments 
including a percentage of essential civilian orders on priority. If you are 
now, or in the future expect to be in the market for fans, send us your name 
so we can keep you posted on these new developments as they come about. 


pe @ « 


Blower Assemblies Blower Wheels 


Package Units 


Propeller Fans 
BLOWER 


AU COMPANY 


DAYTON 7, OHIO, U. S$. A. 
WORLD'S LARGEST MANUFACTURER OF FURNACE BLOWERS 


Engineers and fabricaters ef general Air Handling Equipment 
Single Inlet end Dewble iniet Blowers © Prepeller Fans © Accessories 
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Post-War Appliance Service 





Also in this same town Bradley’s 
Radio Service always has operated 
under plan No. 1 and will stay with it 
in post-war. Another who feels the 
same way is Norman Van Heuvel at 
New Brunswick who moved his back- 
room radio service department to the 
main sales floor as soon as dwindling 
stocks of prewar sets left gaping holes 
in the display sections banked along the 
side walls. Their only restrictions are 
the customer who can’t pay or the set 
that is so wrecked it can’t be fixed. 


Some Other Opinions 


Dixie Sales & Service, Birmingham, 
Ala., specializing in washers, never 
barred any brands and doesn’t intend to 
in post-war. Currently they are turn- 
ing out about $100 worth of business 


| per day and could do more if they could 


get more help. “After the war I'll be 


| selling plenty of new washers but I'll 
| also be repairing plenty of old ones, 


too,” says W. H. Griffin, the proprietor. 

And then in Fresno, Cal., there is 
the Hockett-Cowan Music Co. which 
carried a half-dozen outside salesmen 
on appliances and a service department 
staffed by five repairmen before the 
war. Music has held the fort during 


| the war but C. F. Cowan eagerly looks 


forward to the time when he again can 
restore the service department to full 
strength. He believes it will continue 
to pay its own way and he will tackle 
everything he can handle satisfactorily. 


| William R. Turpin of Turpin’s, how- 
| ever, swears by plan No. 3 as the best 


policy. His store will provide service 
only for appliances sold there. 
Another Fresno store owner, T. J. 


| Buford of Buford’s, has a different 





slant. While insisting that the depart- 
ment carry its full share of overhead, 
he believes in post-war he can continue 
to maintain it at full strength because 
there are going to be a great many old 
appliances turned in on the purchase 
of new equipment. It will be squarely 
up to the service department to recon- 
dition these trade-ins. The resale price 
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will have to cover the allowance plus 
the service work. 

From the foregoing it appears that 
plan No. 1 appeals to the greatest num- 
ber of dealers with the other three 
about evenly spread between the bal- 
ance. In any event they all at least 
have some definite plan. On the other 
hand, a recent survey by the Mississippi; 
Power & Light Co. reveals that 139 
out of 347 dealers in that state do not 
intend to maintain a repair depart- 
ment in post-war. That leaves only 60 
percent of these appliance merchan- 
disers sold on a service department. 


How Not To Do It 


And then in our travels there also 
was the cute service policy outlined by 
one noted sharpshooter on whom we 
called. It was a prime example of how 
not to stay in the appliance business. 
He said: 

“Don’t mention my name—that part 
is strictly off the record—but just give 
me two big solid years in this appliance 
retail market right after the war and 
I’ll show you how to make some real 
money. Then I'll sell out the whole 
business for a sockful of dough. For 
those two years there won't be any 
service department in any way con- 
nected with this outlet. There won't 
be any service, period! Let the buyers 
scream their heads off. After I sell out 
I won’t have to listen to them any 
longer. I'll dump that situation into 
the laps of the dummy who buys me out 
and he can take over that headache.” 

The views of twenty-odd dealers 
can’t be considered nearly sufficient in 
number, not by a drop in a jugful, to 
hold up as an accurate forecast of any 


. general movement by dealers all across 


the country. On the other hand these 
observations at least reveal the serious 
thinking on this subject by some pro- 
gressive dealers who are not so blinded 
by the immense post-war sales potential 
freely predicted on all sides that they 
lose sight of the place which service 
plays in their operations. 
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HOUSE BEAUTIFUL 


announces the addition of 
well-known housing authority 
to its editorial staff . 


Miles Colean joins House Beautiful as liaison 
officer between you, us and Postwar Prosperity. 

Eminent authority on housing and building, 
Mr. Colean has recently served as Housing Re- 
rearch Director of the Twentieth Century Fund 
...and producéd the book “American Housing,” 
the first and only study of housing as a business. 

Previously he acted as Technical Director 
and Assistant Administrator of FHA, institut- 
ing many practices now used by the Housing 
Industry. Mr. Colean has also engaged in pri- 
vate practice; has been associated with Holabird 
and Root, and with Starrett Brothers and 
Eken, Inc. 

In his capacity as consultant at House Beau- 
tiful, Miles Colean will meet with builders and 
manufacturers to help interpret postwar con- 
sumer needs for industry’s use. He will advise 
with you on the designing and merchandising of 





your products to meet those needs. We believe 
his advice can be of great value to you. For he 
has the best perspective of anyone in or out of 
the building field. Mr. Colean is, for example, 
largely responsible for FHA’s nation-wide 
system of housing standards; for introducing 
our minimum residential construction require- 
ments and our land-planning standards for 
sub-divisions. 

House Beautiful is proud to welcome Miles 
Colean. His addition greatly strengthens this 
magazine’s down-to-earth, practical editorial 
policy ...a policy that faces the facts of life 
and does something about them. 

Mr. Colean’s offices are in Washington, D.C. 
If you wish to confer with him, write Editor 
Elizabeth Gordon, House Beautiful, 572 Mad- 
ison Avenue, New York 22, N. Y. asking her 


to arrange it. 





HOUSE BEAUTIFUL is the magazine that interprets living and markets for you. It’s FIRST in 
the home field ... the must magazine for those who make it their business to know their business. 
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That smooth flow of quiet 
power so full that it handles 
every job without any “power 
booster’’—+so strong they can’t 
even interrupt it in low speed 
—it shows value they respect! 


That sturdy, 


men demand, 


It never fails. Show a man an 
honest mechanism, and he’s on 
your team from the start. Women, 
of course, look more for results— 
so it’s easy to close your Kitchen- 
Aid deal when you show how 
effortlessly KitchenAid perform- 
ance outstrips the field. (Though 
they’re partial, too, to the casy-to- 
clean design, stain-proof finish, 


Why husbands turn into 
KitchenAid salesmen! 





long-life motor 
engineered up to a standard in 
stead of down to a price—the 
self-lubricating sealed bearings 
—they show the kind of value 












And Planetary action — that 
gets "em every time! No other 
mixer has it—no other action | 
compares — and the touch of 
the engineer in every husband 
recognizes it at once. 


and the way attachments fit on 
the built-in front power hub!) 


KitchenAid sells both! And with | 
KitchenAid, you’ve got more than 
one model to sell up to—a com- 
plete line of man-sized attach- | 
ments—two models of the famed | 


sion 


KitchenAid coffee mill. A full line | 


for follow-up sales! 








HOW SOON? KitchenAid will be 
back when our country’s need for 
Hobart munitions and commercial 
food-machines has passed. Kitch- 


| 


enAid will offer you competitive | 


prices, full discounts, a national 
advertising background and a 
product you'll be happy to handle. 


SEE YOUR DISTRIBUTOR NOW—OR WRITE! 
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KITCHENAID 


The Hobart Manufacturing Company, Troy, Ohio 





Is Electric House Heating Next? 








present type of individual room heat- 
ers, each thermostatically controlled, 
indicates that there may be a greater 
diversity factor in heating load than 
has been anticipated, particularly 
when space heating is used in con- 
nection with electric cooking, water 
heating and other domestic applica- 
tions which will be introduced as soon 
as hostilities cease.” 


Off-Peak Electric Heat 


In Spokane another type of house 
heating is being tried out, as described 
in “The Kleemator”, published by the 
Washington Water Power Cp. This 
is the invention of L. L. Wartes who 
has patented a boiler which he has 
named the “Heatervoir” for the stor- 
age of off-peak electric heat. A two- 
story home with insulated walls of 
brick and a tile roof is being used for 
the test. Storm windows and doors 
cover all openings. 

The stoker-fired hot air furnace 
which formerly furnished heat has 
been replaced by an insulated hot 
water boiler built in the shape of a 
doughnut. This boiler has a capacity 
of 700 gallons of water but will be 
filled with about 500 gal., or 24 tons 
of water. 

There are positions for eight immer- 
heaters, of which four units of 
5-kw. capacity each have been installed. 
In addition, there is a 5-kw. air heater 
within the center opening, or a total 
installed capacity of 25-kw. The water 
in this boiler is not intended for cir- 
culation outside the boiler, but is used 
to heat a current of air which in turn 


| heats the house. 


Air Filtered, Humidified 


The air is drawn through a filter 
where it is humidified, then passes 
through an area where germicidal 
lamps are placed. A fan then forces 
it up through the center area of the 
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boiler, where it picks up heat from 
fins welded to the boiler. A damper 
at the top of this passage is controlled 
by a thermostat in the living room. 
When heat is called for, a motor opens 
this damper, at the same time starting 
the fans, the 5-kw. air heater, the 
germicidal lamps and the humidity 
spray. When the living room thermo- 
stat is satisfied, it shuts the damper,’ 
cuts out the fan, heater, spray and 
lamps. This cycle is repeated about 
every eight minutes. 

A kw.-hr. meter and a recording 
demand meter on both the domestic 
and house heating load have been in- 
stalled and a recording thermometer in 
the boiler, as well as a_ recording 
thermostat in the living room will be 
in operation. The electric heating 
load is about five times the domestic 
load and the percentage is expected 
to increase as the winter gets colder. 
The present experiment is aimed at a 
complete .study of the characteristics 
of the load with the view of determin- 
ing its desirability. 


Experiments Not New 


Experiments in house heating in the 
Pacific Northwest are not new, the 
City of Tacoma having experimented 
in this field as early as 1914, with 
results which were not wholly satis- 
factory either to the utility or to the 
householder. Since that time, how- 
ever, great strides have been made 
both in the efficiency of electric heaters 
and of insulation of the home, while 
utilities have improved their methods 
of distributing energy. It is possible 
that house heating is now in the stage 
that the electric range and water 
heater were some years ago when they 
were regarded with some doubt by the 
very utilities which now look upon 
them as highly desirable sources of 
income. Electric house heating may 
be “next.” 



































“THAT CHEESE COMPANY IS CERTAINLY PUTTING ON A REALISTIC PROGRAM LATELY" 





APRIL, 








1945—ELECTRICAL MERCHANDISING 





HELD OVER! 


ENTIRE MASS PRODUCTION 
FACILITIES AND PERSONNEL OF 


MOE-BRIDGES 


TO PRODUCE MORE AND MORE 
PRECISION WAR IMPLEMENTS 


PROGRAM WILL CHANGE WHEN 
THE BIG SHOW IN VARIOUS ~ 
WAR THEATERS PERMITS! 








UR next attraction offers a “double feature” that will include an advanced and 
finer line of Moe-Bridges Electric Lighting Units, and a brand new line of high 
quality Electric Appliances of unusual application . . . Just when our present “command 
performance” engagement will end, we do not know...We do know that when it 
is over, and you're ready to start your postwar show, Moe-Bridges will be ready with 


two of the best attractions we have ever offered, and at prices that will fill your house. 
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MORE AND 
MORE DAYTONS k 


Po ee ey | 
| Some Bright Day 





Davron has long had the means and the know-how 
to build fine water systems quickly. As military 
demands for materials permit, more and more of 
these famous DAYTON WATER SysTEMs will be 
available for you and your customers. Plan now for 
the big post-war opportunities with this line. 

















THE DAYTON PUMP & MFG. CO. 
DAYTON, OHIO 
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Ready for Post-War — 








it was like pulling teeth to get such 
expressions offhand, because they obvi- 
ously had not considered any possi- 
bilities along this line. Forty percent 
were recorded as totally unable to offer 
a single suggestion for improvement. 
One of these said: “You’ve come to 
the wrong place for complaints—and 
why suggest improvement in perfec- 
tion?” Another: “It is perfect, as is.” 
Others typical replies included: “Not 
a thing in the world.” ‘“Can’t see how 
it possibly could be improved.” “Noth- 
ing could be added.” 

According to the maker, this prod- 
uct is “luxuriously bound with acetate 
rayon satin, expertly finished at the 
corners with boxed ends which add 
beauty and improve wearing qualities.” 
According to 12 of the 80 consumers, 
15 percent, this binding ranged from 
a “very poor material which quickly 
became worn,” to “some lousy kind 
of stuff which now falls off in big 
chunks.” Five of these 12 already 
have rebound their blankets. In the 
future, the manufacturer plans to use 
a different binding material. 

Of the 14 consumers saying a word 
about the size of the blanket, two 
admitted they were using it improp- 
erly, draping it across a pair of twin 
beds, after each otherwise had been 
made up individually, on top of the 
covers. Expressions from the other 
12 did not agree wholly with the com- 
pany’s assertion that the blanket fits 
double, single or twin bed. One said, 
“I find it a little narrow for a double 
bed and a little wide for a twin bed.” 
Consumer opinion on this point is not 
far out of line with the experience of 
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The Automatic Electric Blanket 





manufacturers of ordinary blankets. 
They find the bulk of all sales of 
blankets for double beds are approxi- 
mately the same size as the automatic 
electric blanket. In any event, none 
of these 12 users was at all violent 
on this subject. 


The Washing Problem 


Seventeen consumers, approximately 
21 percent of all women, mentioned 
something about washing their auto 
matic blankets. On this subject G-E 
leaflets tell us it should launder by 
hand or by any good commercial 
laundry. It should not be dry-cleaned 
or washed in a washing machine. 

On this score, the 17 consumers 

* said these things: “I’m through send- 
ing any good blankets to the laun- 
dries.” “Don’t put it in a washing 
machine! That’s a laugh. You 
couldn’t cram it all in at once without 
ruining it to save your life.” And 
from several: “So far I’ve been afraid 
to wash it.” An elderly woman ex 
plained, “It won’t fit into my small tub 
and when wet it would be too heavy 
for me to handle anyway.” Since his 
own blanket-washing proclivities have 
been somewhat neglected, this reporter 
was in no position to argue any of 
these points. (Off the record, it is 
his firm conviction that not a single 
one of those 97 blankets ever visited 
a tub.) The most common user 
opinion was that if the blanket was 
aired and properly treated it would 
not become soiled and need washing. 

When purchasing this product, vir- 
tually all of these people apparently 

(Continued on page 92) 


Hutgmali Ptankel 





The automatic blanket lends itself nicely, to attractive display, adding color to a 
dealer's normal stocks of other appliances and the sales potential projected for 


this product is calculated in astronomical figures. 
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AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 


Through the partnership of man—the 
merchant, and woman—the buyer, work- 
ing together to keep prices down, Amer- 
ica is today achieving a great victory at 
home. The cost of living is being held in 
line and the grinding burden of infla- 
tion is being kept off our backs. 
Woman’s role in this victory has re- 
quired that she be better informed than 
ever before on the subject of nutrition 
and home economics in general so that 
she can intelligently adjust her buying 
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and planning to the conditions created 
by shortages and rationing. 

Where McCall’s Lends a Hand 
Through its continuous Reader Re- 
search, McCall’s is exceptionally aware 
of what women are thinking and won- 
dering about the problems of wartime 





home management. This awareness is 
reflected month after month in sound, 
practical, informative editorial content 
—a source of guidance and inspiration 
that has made McCall’s a magazine to 
live by for more than 3,500,000 women. 

As a consequence your best informed 
customer is quite likely to be that one 
woman out of every five who reads and 


lives by McCall’s. 


MM; 


THREE MAGAZINES IN ONE 
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That’s a Manufacturing Policy for 


SUNLIGHT MOTORS 


There is no short-cut to producing a quality electric 
motor. Every part and every unit must represent full 
measure in the quantity and quality of materials used 
—full measure in care and workmanship. There can 
be no skimping anywhere. 

In the past 28 years, more than 8,000,000 Sunlight 
electric motors have been built —and into every motor 
has gone extra protection to safeguard its perform- 
ance and give it longer wearlife. Sunlight motors, 
for instance, deliver*up to three times their rated 
capacity, to give extra power during starting periods. 
Fullgauge copper wire is used, with extra-heavy 
coatings to provide better insulation on all windings. 
Bearings are diamond-bored, and journals are self 
oiling, of cast bronze. These and dozens of other 
features account for the tremendous acceptance of 
Sunlight-powered appliances everywhere. Manufac 
turers and dealers know they can depend on Sunlight 
motors for full measure plus. 


SUNLIGHT MOTORS for: AIR COMPRESSORS 

WASHING MACHINES » POWER-DRIVEN BENCH TOOLS 

STOKERS + WATER PUMPS + REFRIGERATORS 

MILKING MACHINES » OIL BURNERS » MILK SEPARATORS 

FURNACE BLOWERS + VENTILATORS + IRONERS 
AND MANY OTHER APPLICATIONS 


KEEP BUYING WAR BONDS 
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The Automatic Electric Blanket 





were under the impression that in this 
latitude no additional cover ever would 
have to be used over the automatic 
blanket. Nearly half of them, how- 
ever, stated they used some lightweight 
covering over it. If all 80 consumers 
had been directly questioned on this 
point it is assumed the percentage 
would have been far higher. None 
use anything heavier than a summer- 
weight blanket as an overcovering. 
Quite a number use a very thin spread. 
Practically all of them do so primarily 
to “hold in the heat.” Secondarily, 
it helps them foil the washing buga- 
boo. Several users solved this prob- 
lem nicely by making attractive slip 
covers. One suggested the maker 
should design a snap-type slip cover, 
using a finely-woven lightweight mate- 
rial on top to hold in the heat, and 
a wide-mesh lighter material on the 
under side. “If they don’t care to 
make such an important accessory, at 


the least they could give automatic 


blanket purchasers a pattern and sug- 
gest materials to be used,” she added. 

No one mentioned a word about 
transformer hum or interference with 
radio reception. One elderly woman 
admitted that at first she was “a little 
afraid of the blanket on account of 
the electricity in it,” but she soon lost 
her fear. One man touched on this 
subject by saying: “Some of our 
friends tell us they would be afraid to 
sleep under one because of the danger 
of being electrocuted, but we don’t 
worry because we know that can’t 
happen.” He sounded sincere, not at 
all like he was whistling to himself 
in the dark. 


War Experience Helps 


Wartime engineering progress may 
lead to an important change in the 
construction of the automatic blanket 
G-E already has pro- 


of the future. 
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duced some 2,500,000 units of elec- 
trically heated clothing and equipment 
for the Army Air Forces. Among 
these is the electrically heated flying 
suit developed for bomber crews. 
This suit now is sufficiently rugged 
in construction to stand up under 5( 
missions before retirement. It is 
comfortable at 60 degs. F. and also is 
warm and comfortable at -60 degs. F 

The heat in these suits is supplied 
by a single wire spirally wound over 
a fabric cord. It is said to be ten 
times tougher than the stranded wire 
in the prewar electric blanket. A 
similar type of spirally wound wire 
also is used in the special automatic 
casualty blanket carried as standard 
equipment by AAF bombers for the 
protection of wounded flyers at high 
altitudes or in case their suits become 
damaged. It thus is conceivable that 
this spiral wire could be used in the 
construction of the post-war automatic 
blanket for the home. If so used, the 
blanket would stand up under far 
rougher treatment in the home 
Washing and drying worries would 
vanish because it is believed the 
blanket then could be dry cleaned. The 
weight of the blanket might be slightly 
reduced. The relative cost of the spir- 
ally-wound single wire on the fabric 
cord, as against the cost of the present 
stranded wire, is not known to the 
writer. 


Transformer Elimination 


The use of this wire suggests a 
further very important posibility. 
House current could flow directly into 
the blanket instead of through the 
present transformer. The elimination 
of the transformer would simplify the 
hook-up in the home and cut produc- 
tion costs. 

Company officials evade discussion 

(Continued on page %6) 





Robert Sambleson, G-E engineer, adjusts controls on the Copper Man, a scientific 

marvel reproducing the human temperature system, aiding research on the auto- 

matic blanket planned for post-war when this appliance is expected to set new 
standards in sleeping comfort. 
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Turret for TBM-2 Avenger Torpedo Bomber 
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SAMSON UNITED COULD 
: SUPPLY MORE THAN 


; 125,000 A MONTH 


For nearly three years, Samson United has been produc- 
ing a highly intricate and difficult-to-build war product 
... the complete Turret for the Eastern Aircraft Avenger 
Torpedo Bomber. And in producing it, Samson has not 
only reached or exceeded its monthly quotas, but has 





also met the rigid requirements of a very particular cus- 
tomer—the United States Navy. 

On the basis of this one war achievement alone, Sam- 
son has demonstrated that it could, if necessary, produce 
more than 125,000 Safe-flex Fans a month. 

As soon as military restrictions are lifted, Samson will 
again build peacetime electrical appliances in volume 
quantities. One of the first to reach you will be the safe, 
efficient, rubber bladed Safe-flex Fan that has already 
brought cool comfort to thousands of 
homes and offices .. . and extra driv- 


ing safety to even more thousands SAMSON UNITED CORPORATION, ROCHESTER, N. Y. 
of motorists. Samson United of Canada, Limited, Toronto 
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y Light The Way To Your Long-Range Success 
With This Full Line Identification 


Millions of advertising messages, during that give @ lift to living electrically”. 
war years and peace years, haverbeen Then, retailers with a Westinghouse 
focused on the name “Westinghouse”. _ Full Line Franchise will turn this power- 

When electric appliances are again ful brand identification into prospects, 
available, this sign becomes the buyers’ customers and profits. 





guide that says, “STOP!...HERE is ~- | Ask yournear-by Westinghouse Appli- 
he where you can buy all those fine, new ance Distributor for the complete story 
» Westinghouse electric home appliances — of the Full Line Franchise. 
| WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 


Plants in 25 Cities + Offices Everywhere 


APPLIANCE DIVISION MANSFIELD, OHIO 
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30 MILLION PRE-WAR 


Westinghouse 


ELECTRIC HOME APPLIANCES 


SELL 
YOUR PROMISE OF STILL FINER ONES TO COpMe— 


TUNE IN JOHN CHARLES THOMAS, SUNDAY, 2:30 EWT., NBC. - HEAR TED MALONE, MON. TUES. WED. EVENINGS, BLUE NETWORK 
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If there were no oxygen... ? 


... or maybe we'd better say—if oxygen didn’t cause metal to rust, 
then electric heating elements would almost last forever. At least, 
it is oxygen that is the chief cause of the ultimate wear-out of the 
wire. This fact, before Chromel came along in 1906, prevented 
the satisfactory use of electric heat. The thing that makes 
Chromel so useful for heating elements is that it staunchly 
withstands the relentless, gnawing oxygen. To you who know 
Chromel, this is an old story. But the story has not lost its 
significance—which is, that Chromel first made the use of 
electric heat practical, almost 40 years ago. And you'll be 
smart to specify Chromel elements in those new devices 
that you'll stock on some peaceful Tomorrow. . .. Catalog-M 


would be useful to your Service Department now. 


| HOSKINS 
| CHROMEL 
| WIRE 


* Used as the heating element in millions of devices 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 
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The Automatic 
Electric Blanket 


eee CONTINUED FROM PAGE 92 


of these specific points. Directly 
queried concerning the possible use 
of this new wire in the post-war 
blanket they don’t say “yes.” Regard- 
ing the possibility of using straight 
house current in the blanket they 
won’t even say “maybe.” On the 
other hand, they never close the door 
by saying “no” either. 

One recent statement by D. C. 
Spooner, Jr., manager of the Pioneer 
Products Division, may throw some 
light on this subject. He said: 

“The intensive research which en- 
abled our engineers to perfect the elec- 
trically heated flying suits which per- 
mit our Air Forces to fly in comfort 
at high altitude temperatures has given 
G-E invaluable experience in develop- 
ing techniques for producing the auto- 
matic blanket. This is an example of 
war research which will yield con- 
sumers lasting dividends of comfort 
after war restrictions are lifted.” 

Referring specifically to the casualty 
blanket, a release at NRDGA’s recent 
show in New York stated: “This is 
the product of the intensive research 
on sleeping problems which will con- 
tribute to the development of the new 
G-E automatic blanket for consumers 
in post-war.” 

Meanwhile, there also is the Copper 
Man, a unique test machine which 
has been so wired that he practically 
reproduces the human circulatory 
system, duplicating almost exactly the 
human temperature system. The Cop- 
per Man, it officially has been said, 
“will contribute to the development 
of the new automatic blanket schedules 
for manufacturing after the war.” 
Maybe this is adding two-and-two 
together and getting five, but in any 
event, there certainly seems to be 
something new in the wind. 


The National Market 


The manufacturer is set to go all- 
out on this appliance. He faces no 
delaying reconversion problems at all 
Furthermore, rumor along the street 
indicates several other large manu- 
facturers will step into heavy produc- 
tion under a G-E license. No shortage 
thus is foreseen on the supply end. 

And on the sales end there are many 
attractive features about this appli- 
ance. With 28,436,657 wired homes 
across the country, the number of beds 
potentially eligible for an automatic 
blanket must soar to astronomical 
figures. The sale of ordinary blankets 
hits about 125,000,000 annually. 

The automatic blanket represents a 
substantial unit sale. User acceptance 
is enthusiastically registered. Service 
does not appear a major factor and no 
additional load is placed on the deal- 
er’s repair parts department. The 
product is backed by national adver- 
tising and carries an excellent brand 
name. Inventory poses no problems. 
This is a well-packaged unit stock 
which through attractive display will 
lend pleasing color to the appliance 
store. 

Will the dealer be ready for it? 
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FOR EXTRA QUALITY 


: COMPETITIVE PRICES 


SATISFIED CUSTOMERS 


a 
THE 


COMING 
Gt 


CONSOLES 


HE G-E Radio Dealer Fran- detail, featuring AM, FM and 
chise obtainable from your Television receivers in an excit- 
General Electric Radio Distribu- ing assortment of models. For 
tor gives you sales rights to the full information regarding the 
great new line of General Electric G-E Dealer Franchise, get in 
radios. Designed and engineered touch with your nearest G-E Radio 
with quality as the watchword, Distributor oF write Electronics 
competitively priced for quickly Department, General Electric, 
completed sales, guaranteed to Bridgeport Conn. 
bring glowing pride of ownership 
to your customers - - - this new Hear the G-Eradio programs: The 
G-E line is backed by the greatest World Today” news, Monday through 
pre-selling consumer advertising Friday, 6:45 p. m., EWT, CBS. “The ——_— 
campaign sponsored by any home G-E All-Girl Orchestra,” Sunday 10 
radio manufacturer! p.m, EWT, NBC. The G-E House 
The coming General Electric Party Monday through Friday, 4 \ariy om fullgolorcomumer 0090 ine cred 
line will be complete in every p. m-, EWT, CBS. great line waiting to buy G-E post-war radios. 


GENERAL @ ELECTRIC 


178-D4 


Portables ° Table Models ° Consoles ° Automatic Phonograph Combinations 


ELE -— 
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STEAM-0-MATIC 


The FIRST fully automatic steam 
iron... The FIRST steam iron em- 
bodying features guaranteeing abso- 
lute safety... Has the most accurate 


heat control ever devised for an too ca 


i 


One o 


electric iron...The unquestioned 
O.P.A. APPROVED 
leader in quality and performance. LIST PRICE 


aboti 


iron? 





PETIPOINT 


The FIRST and only iron that’s 
air cooled...The FIRST and 
only iron with dual soleplate 
... The FIRST and only iron 
with side rest...The FIRST 
and only iron with heat adjust- 





able to the individual ironer 
..-Years ahead of its time in 


1942 and still years ahead in SALES RE! 





1945! 
- F. P. McMORROW MA 
459-B Hi ; 
Poy 59-B Hippodrome Annex, Cleveland, Ohio 

aie Shere JULES J. DREYFUSS 
46 S. W. First St., Miami 32, Florida 1 

McDONALD & SHAW 
513 No. Akard St., Dallas, Texas 205 Hi 
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B ACK, before Pearl Harbor things were hap- 
pening in the iron field! That was so long 
ago that perhaps you’ve forgotten. Briefly 
here’s the story: 

For years women wanted and NEEDED a 
steam iron. Some attempts had been made to 
fill that need but not satisfactorily. There were 
“bugs” in steam irons. 


Then STEAM-O-MATIC was brought out. It 
was the FIRST steam iron embodying features 
GUARANTEEING ABSOLUTE SAFETY. 


It had the approval of the Underwriters 
Laboratories. 


It was the firss FULLY AUTOMATIC steam 


iron. , 


More than a quarter million STEAM-O- 
MATIC irons were sold, and most of them are 
in daily use in homes throughout the country 
right now. 


And there are hundreds of thousands of 
women who are awaiting the day when they 
too can own a STEAM-O-MATIC, 


Another “ First” 


One of the things women hate is“slaving over 
a bot iron.” Why not give them an “air cooled” 
iron? No hot handle. 


So the manufacturers of STEAM-O-MATIC 
developed the PETIPOINT...the first and 


only air cooled iron. 


But that’s not all. Irons were always toppling 
over, falling on the floor, breaking handles. 
So PETIPOINT rests on its side—can’t topple 
over! 

Some women are “fast” ironers; some “slow” 
ironers. So PETIPOINT was the first iron ad- 
justable to the speed of the individual ironer! 


Women also pointed out that there were little 
places among frills and tucks that they couldn't 
“get at” conveniently with the ordinary iron. 
So PETIPOINT was brought out with a dual 
soleplate—the small “Petipoint” soleplate 
extending at an angle from the rear. It’s the 
first and only such iron. 


Thousands of PETIPOINTS were sold prior 
to WPB restrictions. Their unusual features 
received immediate acclaim. Now women 
are awaiting the day when they can have a 
PETIPOINT, the iron that was years ahead 
of its time in 1942 and still years ahead of its 
time in 1945. 


* * * 


Revolutionizing ironing, making life a little 
easier and better for women is our job at 
WAVERLY...Watch Waverly for other 
leaders in the electric appliance field post-war. 


STEAM-O-MATIC 


WAVERLY TOOL 


COMPANY 


ACTORY AND SERVICE: SANDUSKY, OHIO 


PETIPOINT 


REPRESENTATIVES: 








MARTIN CARLESTEIN & ASSOCIATES 
io 1150 Broadway, New York City 
WALTER C. NYE 
1492 Merchandise Mart, Chicago 54, Illinois 


ED. T. LOCKE 
205 Hazen Bldg., 9th and Main Sts., Cincinnati 2, Ohio 


L. S. GERSHON 
436 Ridge Building, Kansas City 6, Mo. 
LEO UNGAR 
310 No. 11th St., St. Louis, Missouri 


OWEN WEBB 
110 Summer St., Boston, Mass. 


MYPENNO SALES COMPANY 
508 Chestnut St., Pittsburgh, Pa. 


FRED C. WOOD 
Western Merchandise Mart, San Francisco 3, Calif. 
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PLAN TO HANDLE THE QUALITY LINE : 


G, ces |” 
Frand ons RANGE Vv 


The Grand Distributor serving your terri- 
tory is listed below. Contact him now and vA 
sign the Grand Dealer Franchise. 


an 





t/hany, New York, Henzel-Powers, Inc. 

tmarillo, Texas, Morrow-Thomas Hardware Company 
ttlanta, Georgia, The Yancey Company, Inc. 
Baltimore, Maryland, Jos. M. Zamoiski Company 
Bangor, Maine, Maine Industries Company 

Billings, Montana, Billings Hardware Company 
Binghamton, New York, Morris Distributing Company 
Birmingham, Alabama, Alabama-Florida Distributing Company 
Boston, Massachusetts, Northeastern Distributors, Inc. 
Buffalo, New York, Joseph Strauss Company, Inc. 
Charleston, West Virginia, Eskew, Smith & Cannon 
Charlotte, North Carolina, McClain Distributing Company 
Chicago, Illinois, Wakem & Whipple, Inc. 

Cincinnati, Ohio, Griffith Distributing Company 
Cleveland, Ohio, Cleveland Distributing Company 
Columbus, Ohio, American Sales Company 

Dallas, Texas, Radio City Distributing Company 
Dayton, Ohio, American Sales Company 

Denver, Colorado, Radio & Appliance Distributing Co. 
Des Moines, lowa, A. A. Schneiderhahn Company 
Detroit, Michigan, Buhl Sons Company 

Dodge City, Kansas, Mullin Furniture & Appliance 

El Paso, Texas, W.G. Walz Company 

Erie, Pennsylvania, Young Brothers 

Evansville, Indiana, The Switz Company 

Fort Wayne, Indiana, The Wayne Hardware Company 
Grand Rapids, Michigan, J. A. White Distributing Company 
Harrisburg, Pennsylvania, Raub Supply Company 
Hartford, Connecticut, Roskin Distributors, Inc. 
Indianapolis, Indiana, Griffith Distributing Company 
Kansas City, Missouri, Federal Distributing Company 
Lancaster, Pennsylvania, Raub Supply Company 

Little Rock, Arkansas, Holcomb Gunn, Inc. 

Los Angeles, California, Gough Industries, Inc. 
Louisville, Kentucky, Kentworth Corporation 

Memphis, Tennessee, McDonald Brothers 

Middletown, New York, Roskin Brothers, Inc. 
Milwaukee, Wisconsin, Radio Specialty Company 
Newark, New Jersey, Apollo Distributing Company 
New Orleans, Louisiana, Radio Specialty Corporation 
New York, N. Y., Times Appliance Company, Inc. 
Norfolk, Virginia, Bowers Wholesale Corporation 
Oklahoma City, Oklahoma, Dulaney Distributing Company 
Omaha, Nebraska, Major Appliance Company 
Philadelphia, Pennsylvania, Judson C. Burns 

Phoenix, Arizona, W.G. Walz Company 

Pittsburgh, Pennsylvania, J. A. Williams Company 
Portland, Maine, Maine Industries Company 

Portland, Oregon, Washington Stove Works 
Providence, R. 1, 1. Feldman Company 

Salt Lake City, Utah, Flint Distributing Company 

San Antonio, Texas, Southern Equipmeaor Company 
Seattle, Washington, Washington Stove Works 

Spokane, Washington, Washington Stove Works 

St. Louis, Missouri, The Artophone Corporation 

St. Paul, Minnesota, Motor Power Equipment Company 
Syracuse, New York, Morris Distributing Company 
Toledo, Ohio, Gerlinger Equipment Company 
Washington, D. C., Columbia Wholesalers, Inc. 
Wichita, Kansas, Federal Distributing Company 
Williamson, West Virginia, Persinger Supply Company 


WHEN PEACE comes, it witt Bt Sacred’ 





PLIANCE 


GAS RANGES ° °°°2.27. 
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HAMILTON-BEACH MIXERS 


CONTINUED FROM PAGE 36 











Here are the gear shafts partially assembled showing 
the method of placing on the fiber thrust washer. 





5 Next place the gears on the shafts. 
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6 Don't forget to install a 
each side of gears. 


d thrust her, one on 








CONTINUED ON PAGE 102 
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. How to take a beachhead 
 _... ...and hold /it! 
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before final Victory is ours... and 
when our boys swarm ashore, chances 
are their first communications network “4 
is made up of those mighty little Mo- 
torola “Handie Talkies.” Imagine it! 
Complete two-way radiotelephone 
service in a unit no larger than a 
cracker box... full weight less than 
six pounds. 

After the war there will be quieter | ‘ 
and Jovelier beachheads to take and F | 
hold ...on the shores of a tree-lined 
lake in Wisconsin or Missouri ...on 
the friendly sands of California or 
Long Island. Inthis“operation” there | 
will be GI’s returned to their wives or | 
sweethearts... with entertainment 
furnished by a Motorola Radio as fa- 
mous as the “Handie Talkie,” another 
exclusive Motorola Radio FIRST! 


an Ree 
¥ 









Pictured is the Motorola Playmate... the 
battery-operated portable that brings in more 
stations, with greater volume, and richer 
tone, It will be an important part of the first 
Motorola presentation of Post-War Radios. 


GALVIN “Ciicaco sii. 





F-M & A-M HOME RADIO + AUTO RADIO - AUTOMATIC PHONOGRAPHS - TELEVISION - F-M POLICE RADIO - RADAR + MILITARY RADIO 
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* THROUGH 
“es WHOLESALERS 


Why ROYALS 


ARE DISTRIBUTED || 




















THE WHOLESALER, by carrying acom- | 
plete stock of ROYALS and parts, can give | 
the Retail Dealer quicker delivery, saving | 
him both time and money. 


THE WHOLESALER acts as the direct 
factory representative, furnishing the 
Dealer with sales cooperation and selling 
helps right at the time he needs them. 


DISTRIBUTING through Wholesalers 
reduces selling expense, enab- 
ling ROYALS to be priced so 
that the Dealer can meet and 
beat all forms of competition. 


ROYALS WILL BE AVAILABLE SOON 
AFTER "V DAY" — OUR PLANS ARE READY | 


ROYAL quality bas been proven over a period of thirty odd years 
and will continue to improve with more modern methods of work- 
manship. Development of new conveniences and features are also in 
the making. Sales and Distributing organizations are intact and 
already at work lining up their Dealer representation. 


ROYAL AGAIN WILL HAVE THE MOST 
COMPLETE LINE OF ELECTRIC CLEANERS 


—straight air, re- 
volving brush and 
cvlinder type 


_ Servicing 








HAMILTON-BEACH MIXERS 


CONTINUED FROM PAGE 100 








fl ooOorT 
Straight 


models. 


air 


and 


revolving brush 
hand cleaners, 
numerous  attach- 


ment set combina- 





tions and a price 











range to meet 
every purse and 


requiremeé nt. 





ROYAL is advertised nationally as well as in local newspapers. 
Special sales programs tailor-made to fit every Dealer’s need have 
already been planned. 


Make sure you are listed on the ROYAL DISTRIBUTOR’S list of 
Franchise Dealers insuring early delivery. Phone him TODAY 
while the thought is fresh in your mind. 


ROYAL LEADS THE WORLD FOR VALUE 


THE P. A. GEIER CO., CLEVELAND, O. 
CONTINENTAL ELECTRIC COMPANY, LTD. 
ifelaolabio Ma Olah EG olalolole. 
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y | Next line up the set screw holes in the shaft with the 
gear, and place in them the gear set screws. 





Take a look at the position of the beater shafts. One 
square, the other diamond. This is important for 
timing. 


10 Then put a little dab down below where it can reach 
the revolving shaft. 
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Can YOU service fractional-hp motors 
QUICKLY and PROFITABLY without 


skilled repairmen? 


YOU CAN if the motors are 


G-E—and if you use our 


Factory Service Plans 


If you’re in the business of servicing electric-motor-driven appliances, 
you’re undoubtedly aware of the increasing demands for electric-motor 
service. Perhaps, too, you are finding it difficult to meet these demands 
because of a scarcity of trained repairmen. But despite a shortage of skilled 
manpower, you can get your share of this profitable, growing service busi- 
ness if you are in a position to give quick, satisfactory service. 

These time-tested Plans enable you to repair or replace practically any 
G-E fractional-hp motor that has become inoperative, regardless of the 
type or make of appliance on which it is used. What’s more, you can provide 
this service quickly, economically, and expertly without skilled repairmen. 
G.E. does the actual repair work promptly and reasonably, and you know 
your profit beforehand. 

Back of these Plans is an exchange stock representing more than 1000 
different motor models, to keep in operation the G-E motors on several 
million appliances. 


SEE HOW THESE SERVICE PLANS HELP YOU 


Investigate these simple, profit-making Factory Service Plans. Like 
hundreds of other dealers, you’ll find they’re a sure 
way of maintaining business now; a means of 
building and holding trade for the future. Ask 
your appliance manufacturer or distributor for 
details today. Or just fill in and mail the handy 
coupon. You’ll be glad you did! 





FRACTIONAL-HP 
MOTORS 


Buy all the BONDS you can— 
and keep all you buy 


GENERAL @ ELECTRIC 

































HERE ARE THE PLANS 


1. The Exchange Plan 


Covers the most commonly used types of G-E* 
fractional-horsepower motors. Makes possible 
immediate replacement, from G-E field stocks or 
from your own buffer stock. Replacement motors 
carry the G-E new-motor warranty, except for 
finish. 


2. Special Repair Service Plan 
Provides for factory repair of semistandard G-E 
fractional-hp motors not covered by the EX- 
CHANGE PLAN, at established prices. Enables you 
to make quick,- accurate, on-the-spot estimates. 
Repaired motors carry the G-E new-motor war- 
ranty, except for finish. 


3. Regular Repair Plan 

Covers fractional-hp motors not included in 
either of the other two plans, except extremely 
old or obsolete models. Inspection is made at the 
factory, and a cost estimate is submitted before 
work is started. These motors also carry the G-E 
new-motor warranty, except for finish. This plan 
rounds out this G-E service and enables you to 
handle repairs on practically any G-E fractional- 
horsepower motor. 
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OR BIGGER PROFITS 


THE COMPLETE LINE PRICED FOR FAST TURNOVER 


Prewar our distributors and dealers sold 
over twenty-five million ~KM~ appliances 

did a profit-making volume business 
that made ~*®M~ the sensation of the in- 


dustry. 


The ~*%M~ line is the only complete line 
built and priced to sell in volume against 
any competition. Backed right now by 
powerful national advertising, it is your 
best bet for bigger postwar profits! 


/ 


President 


ym 


> 


ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE LINE!.. 
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AND VOLUME SALES 


O ote or EE VS 


Get Set Now With -em And Take Advantage of: 


1 Large scale production—the 
minute Uncle Sam gives us the go- 
ahead. 


2 The most complete line in the 
industry. Every “KM~ appliance is 
time-tested, profit-proven and priced 
for fast turnover. No dead inventory. 


No slow movers. 


3 Exclusive items, exclusive 
features that get customers and hold 
them—enable you to outsell compe- 
tition. For 20 years “-KM~ has pio- 
neered in the development of new and 


. better appliances at lower cost. 


4 Hard-hitting consumer adver- 
tising in leading national magazines 
is reaching your customers, building 
future sales and profits for you right 
now! 7 


The “KM-~Line is the Profitable Line 


KNAPP-MONARCH COMPANY 


ST. LOUIS 16, MISSOURI, U. S. A. 


SPEED VICTORY. KEEP BUYING WAR BONDS. 







PROFIT PROVED! BACKED BY 20 YEARS 
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POSTWAR COOKS WILL WANT THE BEST 


Chromalox superiority is the result of 
twenty-five years continuous research and 
engineering in electric heating and cooking. 





CHROMALOX DESIGN 
FOR BETTER COOKING 


Cross section of Inconel 
sheathed tube shows how Chromalox pw 
vides maximum cooking contact surface. 


Famous Chromelox Tubulars will soon again 
be available. Chromalox Superspeed and 
Heatflo—to fit any range—ore available now. 






cowomMmy! j 


AS) Edwin L, Wiegand Co. 
7525 Thomas Bivd., Pittsburgh 8, Pa. 
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diately stepped far out in front, deliver- 
ing 500 units per year as against 150 
for the parent outlet. 

The record department in the origi- 
nal store dates back to 1908, the days of 
the morning glory horn, while the Lan- 
caster outlet featured the discs right 
from its 1916 opening. Both depart- 
ments did well until the depression 
when they were almost washed out of 
the picture. The sale of discs at 
Harrisburg in 1935 for instance, to- 
taled a meager $53 and the stock then 
was relegated to a rear corner. 

Then the rise started; and it has 
been spectacular. For several succes- 
sive years preceeding Pearl Harbor the 
annual increase in dollar volume in 
records amounted to more than 100 
percent. Since then the annual in- 
crease in the gross always has exceed- 
ed 20 percent. The twin outlets now 
list their combined inventory on rec- 
ords at $45,000. The gross of $130,- 
000 projected for the two departments 
this year seems entirely reasonable. 


Record Layout 


The attractive, modern record lay- 
out in the Harrisburg store was com- 
pleted early last year. It covers 80 ft. 
along the left side wall near the rear of 
the store, on the first floor, and extends 
out to the album racks centered in the 
wide isle between the record section 


| and the sheet music department across 


the way .The sides of the self-service 
racks facing the record department are 
filled with albums, while sheet music is 
displayed on the other sides. 

Entering the disc layout, first on the 
left is the cashier and wrapping coun- 
ter which has a lighted, built-in dis- 
play, glass-covered, facing towards the 
front of the store. The island rack at 
the right, opposite this counter, has a 





10 The display of currently popular numbers in a rack of this type, most record 
merchandisers agree, greatly spurs sales of single discs. 
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similar built-in display in the end ¢ 
it. Behind the counter, the convention, 
type of shelving carries the bulk of th. 
stock of both single discs and albums, 

On the ‘left is an inviting room 
about 11 ft. deep, 12 ft. wide, its thre 
walls solidly lined with albums djs. 
played in built-in self-service racks, Ip 
the wide entrance to this room addi. 
tional albums and fast-selling sing} 
records are offered in smaller types oj 
racks. Facing this room is another oj 
the large island racks strung down th: 
center of the store, spaced far enough 
apart to afford easy traffic movement 
between the record and sheet music 
sections. 

Banked in a line on the left side an¢ 
extending to the far end of the stor 
are five large booths. Each one is abou 
8x10 ft. deep, at least double the size 
of the average booth found in mos 
record departments. The whole fami) 
can listen to records in one of thes 
spacious booths without any feeling « 
being crowded. Each is furnished wit) 
several comfortable chairs, a_ table 
lamp and electric player. 

When a customer requests a record 
or an album from the counter girl 
Eleanore Leo, she assigns a booth, by 
number, to the prospective purchaser 
at the same time throwing a switch on 
a panel located within convenient 
reach. When the customer reaches th 
booth, the tubes in the player are sufh- 
ciently warm for immediate use. Min- 
iature lamps in another panel behind 
the counter keep Miss Leo posted or 
which booths are occupied. Norman 
Shoop is manager of the department 


The Self-Service Idea 





This firm does not believe in the 


self-service idea to any greater extent 
(Continued on page 108) 
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helped build the Youngstown Kitchen Merchandising tunities to dump carloads at bargain prices. They are 
business before the war. They and others, yet to be looking for retailers who want to be selling the first 


franchised, will have the opportunity to carry year, the next year and for years to come. 


Until the lost shot is 
fired — buy bonds — 


i i } , i i ive blood — salv , aii aes 

it on, bigger than ever, when production is grt saree There is no place for Quickies in the Youngs- 
work for Victory. Then 

resumed. do your part to... 


town Kitchen picture; but there is plenty of 


Give a Mana Job 


Youngstown Kitchen distributors are constantly room for dealers who want to build a long-pull, 


on the lookout for wide-awake, ambitious high-profit kitchen merchandising business. 
dealers, smafl and large who are interested Write for full information and the 


name of your nearest distributor. 





in getting going on a sound basis. They are 


The ‘RCE American Way 


MULLINS MANUFACTURING CORPORATION 
WARREN, GHIO 
Design Engineering Service - Large Pressed Metal Parts - Porcelain Enameled Products 











YOUNGSTOWN KITCHENS 
Mullins Manufacturing Corporation 

Dept. EM-445, Warren, Ohio 

Please send me Youngstown booklet, “‘Get Acquainted With Your 
Kitchen Business”’. 


Name 

















Kitchens. 


by Mullins. 












Street 


City. 
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THATS WHY THE 
DUCHESS IS 
FIRST CHOICE 


~ POR YOU! 


For your best sales and profit opportunity, it takes top 
value in each major appliance you handle — each one 
a sales leader on its own — each one self-supporting. 


In Duchess Washers you buy no family entanglements 
— no weak sisters to hamper manufacturing economies 
and reduce your sales and profit opportunities. 


The modern Duchess factory was designed and 
equipped solely for volume washer manufacture — to 
produce high quality products at exceptionally low 
manufacturing costs. Every two minutes—day and 
night—a crated Duchess Washer can be delivered 
from this high-efficiency plant. This specialization 
means manufacturing economies — better values — 
greater profits for dealer and distributor. 


New Duchess Washers are ready to flow from the 
assembly line just as soon as conditions permit. Mean- 
while — today — write for full details of the Duchess 
Plan in your territory. 


We pledge that Duchess Washers 
will maintain high 
quality standards at 
competitive, and profit- 


able, prices. 





APPLIANCE MANUFACTURING CO. + ALLIANCE, OHIO 
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than now featured by this layout. 
Here’s John H. Troup Jr’s slant on 
self service: 

“We make every possible effort to 
have a sufficient number of sales peo- 
ple on hand to talk to all customers. 
We instruct our staff to show and to 
tell customers which records are best. 
This, we firmly believe, is the way to 
sell good music. We feel so strongly 
about this that we even make it a 
point to have our sales girls visit 
booths for brief chats with customers. 

As a result of this policy 60 percent 
of our business is done in the big discs. 
We always have promoted good music 
and our customers always seemed to 
like our method of presentation. 

“For the customer who wants to shop 
exclusively on a self-service basis here, 
this department is wide open for him. 
There are self-service racks all over 
the place. Regardless of how many 
records and albums we have on display, 
however, the customers always flock 
to that counter first. Later, after mak- 
ing a selection or two, probably with 
our assistance, they browse around the 
racks, sometimes adding to their in- 
itial selections.” 


Radio Repair Department 


Briefly, clearing up a few points 
about other phases of this operation: 
The firm set up a radio repair depart- 
ment when first introducing a line of 
radios on the sales floor. All three men 
now at the repair bench—there were 
five prewar—have been here longer 
than 20 years. They'll take on any set, 
including pick-ups of off-brand lines 
and the $9.95 super deluxe models 
peddled down the street. “Service 
Makes Customers” is the lead line in 
the company’s policy. 

One man at each outlet handles re- 


CONTINUED FROM PAGE 106 





frigeration service. Currently this ser v- 
ice must be restricted to their own cus- 


tomers. 
Callers reporting troubles with 
off-brand refrigerators are advix 


“so and so has parts for that mode! 
and could do a better repair job.” 

The Lancaster store outsold Harris- 
burg three-to-one on refrigerators | 
cause the latter outlet long has been 
identified in the public mind chiefly as 
a piano store. “Refrigerators simply 
don’t jibe with pianos,” says Troup 
who is firmly convinced that if this 
store was sufficiently wide so that a 
refrigerator department could be par- 
titioned off and have its own entrance, 
then sales immediately would triple. 
“Good salesmen who are used to selling 
big-ticket merchandise won’t stay lim- 
ited to one item if there is another on 
the floor,” he explains. “They'll sell 
everything to their customers. The 
salesmen in the piano department here 
thus turned in one refrigerator sale 
about every second day. At Lancaster, 
where the layout of the store lent itseli 
better to a wholly separate refrigerator 
department with specialty salesmen on 
the floor, we proved we could do a 
good job in that field. This experience 
also taught us that the Lancaster store 
could swing a full line of electrical 
appliances. In post-war it probably will 
have the chance.” 

One final question concerning your 
disc sales, Mr. Troup: Is there any par- 
ticular difference between the record 
customer of the good old days and the 
present time? 

“And how! A customer used to sit 
around here for an hour listening to 
both sides of half a dozen records before 
he bought one single small disc. Now 
he listens to one side of a record and 
walks out with an album of big discs.” 















11 A crew of three servicemen now hold down the radio repair bench where 
five were employed in prewar years. Firm's policy is to accept all sets, 


regardless of brand or where purchased, in the belief that "Service Makes 


Customers." 
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Its Advertised... 


In 127 leading magazines—over a complete NBC net- 






































work of 137 radio stations—in 2 Sunday newspaper 
supplements. More than 700,000,000 advertising im- 
pressions this year will make more friends forG-E Lamps. 


Its Accepted... 


Over 60 years of customer satisfaction combined with 


consistent national advertising have made General 
Electric one of America’s best known names, a name 
that stands for high quality everywhere. 





























vee lamp the 
BRINGS ’EM IN and BRINGS ’EM BACK! 


Hear the G-E radio programs: “The G-E All-Girl Orchestra,” Sunday 10:00 p.m. EWT, NBC; 
“The World Today” news, Monday through Friday 6:45 p.m. EWT, CBS; “The G-E Houseparty,” 
Monday through Friday 4:00 p. m. EWT, CBS. BUY WAR BONDS—KEEP THE BONDS YOU BUY | 


G-E MAZDA LAMPS 


GENERAL Q@QELECTRIC | 


——————— 
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TIME 7 
MARCHES... 


Fovisy month brings nearer the era of reconversion and 
recovery. As the lessening demands for war release more materials, 
men and machines to meet the growing demands for peace-time pro- 
ducts... your need for a taped-out plan of action becomes more clear. 


With respect to financing, common sense should shape or direct your 
program. The glitter of new plans may screen flaws and weaknesses 
that could later lead to trouble and loss. Sound procedure stems from 
fundamentals, proved by experience. 


A talk with our representative, we believe, will pay you future divi- 
dends . . . help you blue-print the ways and means to meet every 


competitive move. 


COMMERCIAL CREDIT COMPANY 


BALTIMORE 2, MARYLAND 


Capital and Surplus more than $65,000,000 


Credit Bankers to America’s Families for 33 Years 


PASSA a oe 
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People, Products, Plans 


April, 1945 








WPB Trying to Ease 
Radio Tube Shortage 


In view of the continued shortage 
of radio receiving tubes, the War Pro- 
duction Board is making every effort 
to get all existing tubes into service 
and obtain the maximum volume of 
new tube production, WPB Radio and 
Radar Division officials told members 
of the Electronics Distributors Indus- 
try Advisory Committee at a recent 
meeting. 

To this end, WPB with the cooper- 
ation of other bureaus of the govern- 
ment, is seeing to it that information 
as to surplus radio receiving tubes is 
made available to the manufacturers 
and distributors, so that any actual 
surplus supplies may reach dealers and 
service men for civilian supply. 


No Relief imminent 


There is no immediate prospect, 
however, it was pointed out, that the 
civilian tube supply situation will im- 
prove materially. Rather, it is ex- 
pected to remain about the same as in 
late 1944, approximately one and a 
half million tubes a month. 

Distributors were advised that lists 
of available excess or surplus electronic 
materials may be obtained at all WPB 
regional offices immediately upon pub- 
lication each month. WPB, through 
its Component Recovery Section, de- 
sires to aid dealers and distributors in 
need of parts to fill rated orders. 
Materials in inventory after the ex- 
Piration of a 45 day period become 
available for civilian supply, it was 
stated. Any distributors may request 
release of excess material, and if not 
taken on rated orders in the 45 day 
period, release is usually approved. 


Edwards to Sell 
Telechron Clock Systems 


Arrangements have been made be- 
tween Edwards & Co., Norwalk, 
Conn., and Warren Telechron Co., 
whereby Edwards & Co. will sell 
Telechron program and clock systems. 
As soon as war restrictions are lifted, 
Edwards & Co. will manufacture its 
own line of program and clock systems 
using Telechron motors and mechan- 
isms. 


Final Range Authorizations 


Assignment of final authorizations 
for the production of domestic electric 
ranges in the first and second quarters 
of 1945 to three additional manufac- 
turers was announced by War Pro- 
duction Board officials at the recent 
meeting of the Domestic Electric 
Range Industry Advisory Committee. 

The manufacturers and their author- 
izations are: 


Ist 2nd 
Quarter Quarter 
Gibson Refrigerator Co... 5,000 
Norge Division, Borg-War- 
ner Corp. .... 
Roberts & Mander 


1,350 2,000 
2,000 4,000 


Authorizations Total 21,850 


Authorized production of domestic 
electric ranges in the first and second 
quarters, including these 14,350 ranges 
and the 7,500 previously authorized for 
production by the Malleable Iron 
Range Co., Beaver Dam, Wis., now 


Assigned Three Manufacturers by WPB 


totals 21.850, WPB officials said. Ex- 
cept for 1,500 three-burner ranges to 
be made by the Malleable Iron Range 
Co., in the first and second quarters, 
all these ranges will be four-burner 
types. 

Though final first-quarter authoriza- 
tions for only a relatively small num- 
ber of ranges have been assigned, 
WPB officials said, first-quarter pro- 
duction probably will total almost 
35,000 the maximum permitted under 
the program, since manufacturers who 
were in production in the fourth 
quarter of 1944 were assigned tempo- 
rary authorizations to continue pro- 
duction, in the first quarter only, pend- 
ing manpower clearance. 


Steel Allotment Reduced 


A 27 percent reduction in the total 
amount of carbon steel available for 
allotment to range manufacturers by 
the Consumers Durable Goods Divis- 








CHICAGO-TRIBUNE HONORS CAPT. MAURICE BRITT—Leaders in the appli- 
ance field were among the 300 guests at a luncheon given recently by the Chicago- 
Tribune to hear Capt. Maurice Britt, first American to win all four top honors 
awarded heroes in this war. (Left to right): William Cress, Philco Corp.; E. W. 
Shepherd, Philco; E. C. Tukey, Chicago-Tribune; Frank Orcutt, Delco Heat; J. W. 
Trefny, Interwoven Stocking Co.; and Harry Ryan, RCA Victor. 
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ion in the second quarter, as com- 
pared with the first quarter of 1945, 
was announced by WPB representa- 
tives. 

Increased delay in delivery of 
materials and components was reported 
by committee members. The com- 
mittee recommended that WPB estab- 
lish the 1946 electric range production 
program at least six months in ad- 
vance, to enable industry members to 
place orders for materials and com- 
ponents and obtain delivery as needed. 

The committee approved the pro- 
posal that manufacturers be permitted 
to file one application (on Form 
W PB-3700) for production authoriza- 
tions for four quarters—that is, for 
the life of the program—and to obtain 
manpower clearance (on Form WPB- 
3820) for the entire year’s production. 
Under this proposal, WW PB representa- 
tives said, range manufacturers would 
need further manpower clearance only 
if they wished to increase production 
beyond the amount previously author- 
ized. 

The amount of Nichrome wire re- 
quested by manufacturers for the pro- 
duction of range heating units for re- 
placement purposes is far in excess of 
the amount available for allotment, 
WPB officials reported. They re- 
quested the cooperation of the com- 
mittee in discouraging replacement of 
units for purposes of modernization, 
so that enough units will be available 
to replace those which are out of 
service. 


Ice Refrigerator Production 


Production of domestic ice refriger- 
ators in the first and second quarters 
of 1945 is expected by industry mem- 
bers to approximate the permitted 
quarterly rate of 75,000 units, WPB 
reported recently. 

Committee members pointed out, 
however, that production had been 
slowed down temporarily because of 
delayed delivery of steel in the in- 
creased quantities permitted under the 
ice refrigerator order, L-7-c, as 
amended November 20, 1944. Since 
some manufacturers therefore may not 
be able to produce to the full extent of 
their first-quarter quotas, the commit- 
tee requested that WPB reallocate to 
other manufacturers the unproducible 
part of their quotas. WPB officials 
said they would survey the situation. 
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NEW FM MODELS HIGH-SPOT SPARTON MEETING—A demonstration of Sparton's 


new FM radio models was one of the high-spots of the recent sales meeting at 


Jackson, Mich. 


Ed Bonia, general sales manager of the Radio and Appliance Divi- 


sion, said Sparton will be ready when the starting gun for the post-war radio sales 
race is fired; their extensive advertising campaign has resulted in thousands of 
inquiries from well-rated dealers throughout the country. Harry Sparks, president, 
and Fred Sterritt, advertising and sales promotion manager, also addressed the 


meeting. 

























OPA Plans Action On 
Excessive Repair Charges 


Preliminary action in a program de- 
signed to curb excessive charges to 
the public for repairs to household and 
other appliances and to automobiles 
and farm equipment was announced 
recently by the Office of Price Ad- 
ministration. 


Detailed Invoices 


Authority has been granted OPA’s 
nine regional offices, effective March 
19, 1945, to require repair shops for 
these equipment groups that charge an 
hourly rate to customers to give de- 
tailed invoices in all cases and to keep 
detailed time records. 

These two requirements will provide 
a check on time charged customers 
against time actually used on the re- 
pair jobs. Where an unreasonable dis- 
crepancy is found to exist between the 
two totals appropriate enforcement 
measures will be taken. 

OPA said that complaints had been 
received over a considerable period 
that some repair shops, particularly 
those for household appliance repairs, 
are charging exorbitant prices. Such 
shops repair electric irons, washing 
machines, refrigérators, vacuum clean- 
ers, radios, etc. 

One of the chief methods used to 
obtain higher prices than allowed 
under the prevailing “freeze” ceilings 
has been to charge for more time 
than actually spent on the repairs, 
OPA said, and any action that might 
be taken by OPA field offices under 
the authority granted would be con- 
fined to establishments that use an 
hourly rate in pricing any of the serv- 
ices they supply. 


Uniform Requirements 


The uniform pattern decided upon 
for use in any area action issued by 
OPA field offices sets forth these two 
requirements : 


1. Detailed invoices must be supplied 
all customers, whether requested or not, 
and copies must be retained by the shop 


APRIL, 


for inspection. The details required are 
listed and are for the purpose of showing 
actual hours charged customers and the 
basis for the time charged. 

2. Shops must keep records showing 
the name of each employee doing re- 
pair work, the number of hours worked 
daily as well as during each pay period, 
by each employee and a separate state- 
ment showing how much of this work was 
performed on internal jobs for which no 
direct charge is made customers. Rec- 
ords also must be kept showing the 
amount of wages paid these employes in 
each pay period. 


OPA said that where such records 
already are being kept, and are avail- 
able for OPA inspection, new 
need not be prepared. 


ones 





MARRIAGE CURVE 
TAKING TUMBLE 


The marriage boom which 
started with the draft in 1940 and 
reached its peak two years later, is 
now gathering momentum in a 
downhill dip which is not likely to 
stop until V-E day. So says the 
Jewelers’ Circular-Keystone upon 
completion of its 16th annual mar- 
riage survey appearing in th 
March issue. 

A poll of marriage license bu 
reaus in the 50 largest cities in the 
country showed a drop in 1944 oi 
9.2 percent from the 1943 rate. Th« 
magazine estimates that the over 
all total in marriages during 1944 
reached approximately 1,500,000 
The downward trend can clearl) 
be seen when this figure is com 
pared with the 1,758,000 marriages 
of 1942. 
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SMI THway Stoker! 


Youu find in SMITHway what you need to “get set to GO” — 


in the stoker business. It has sales features, installation advantages, 


and servicing economies that make it truly America’s Outstanding 
Stoker. It is one of many mechanical masterpieces created by 
famed A.O.Smith research and production engineers. A.O. Smith 
is one of America’s foremost manufacturers, in business for over 


70 years, a Company you and your customers can rely on. 


But that’s not all! The sales and merchandising program for the 
SMITHway Stoker is directed by stoker men who were pioneers 
in the industry. They know what it’s all about. They rate as 
authorities, and you will find their help valuable. Get set to GO 
with them. 


Write for the detailed SMITHway story. Your territory may 


still be open. 


Buy an Extra War Bond This Month! 








—_— - --— 





A. O. Smith Corporation, Dept. E445 
Milwaukee 1, Wis. 


Please send copy of brochure that tells why the 
SMITHway Stoker offers MORE and BETTER profits. 


ge 
pi A.O.QMITH Corporation 


NEW YORK 17 + PITTSBURGH 19 - CHICAGO 4 
TULSA 3 + HOUSTON 2 DALLAS 1 
LOS ANGELES 14 - SEATTLE I 


HOTPOINT COMBINATION LAUNDRY-KITCHEN—This artist's conception of a 
combination kitchen and home laundry suggests treatment for modernizing large 
kitchens now in many homes built before 1920. Smack bar in center of room 
makes use of entire space. Equipment shown, (left to right): table top ironer; 
automatic washer; tumbler dryer; cabinet rinsing tub; built-in ventilated metal 
hampers; 3 metal wall cabinets. Next to snack bar in center is a base cabinet; 
electric range; corner base cabinet; sink enclosing garbage disposall and auto- 
matic dishwasher; 2 base cabinets and refrigerator, with utility cabinet at extreme 











right. 


Hotpoint Adds Automatic Washers 
And Dryers to Post-War Laundry 


Automatic washing machines and 
electric tumbler dryers were an- 
nounced as post-war additions to the 
home laundry line of Edison General 
Electric (Hotpoint) Appliance Co., 
in a wartime “meeting-by-mail” bulle- 
tin sent recently to regional and dis- 
trict sales managers by Fred C. Mar- 
golf, manager, home laundry sales 
division. The field sales executives 
were told that the new appliances 
would be ready as soon after recon- 
version as manufacturing conditions 
permitted and that they would round 
out a “complete home laundry” mer- 
chandising presentation under the 
company’s selective dealer activity. 

Noting that most of the drudgery 
associated with home laundering was 
due to “hanging clothes on lines after 
carrying up basement stairs, with sub- 
sequent hours spent in hand ironing,” 
a planned home laundry center was 
urged. 

New methods of equipment display 
for dealers will include ‘complete laun- 
dry display centers’, the bulletin said, 
adding : 

“More than 4,300,000 families place 
a washer number one among their 
post-war wants in 1944 War Produc- 
tion Board survey. The W. P. B. 
poll reported that an estimated 2,800,- 
000 families had tried unsuccessfully 
to buy a machine during the year 
previous to April 1944.” 

The bulletin, which was signed by 
Mr. Margolf as head of the company’s 
home laundry sales division, noted 
that 96 out of every 100 families do 
some laundry at home, while 55 wash 
all of the family’s wearing apparel 
and household linens. Less than 15 of 
each hundred families own an ironing 
machine, and not one per cent own a 
clothes dryer. “Those figures indi- 
cate that most women have not had 
a chance to know what work-saving 
laundry equipment can do for them,” 
it said, adding, 

“The future of the home laundry 
appliance business rests in planning 
for complete equipment that will give 
women a light, comfortable work 
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center, where work can be done 
pleasantly and quickly. When post- 
war appliance stores offer attractive 
home laundry appliance ensembles, 
they will create a market for ironers, 
dryers, and metal cabinets, as well as 
increase their sales of washers. 





FRED C. MARGOLF 


“Women buy equipment solely for 
the work it can do, and these use- 
values should be dramatized by store 
home laundry centers that simulate 
ideal working conditions. Stores 
should place trained women attend- 
ants in their home laundry centers to 
show women how work-free washing 
is with modern equipment. The 
attendant should be able to supply in- 
formation on washing procedures, care 
of linens, and other helpful service that 
will stamp the store as headquarters 
for home laundry equipment. 


N. Y. Radio Repairmen 
May Be Licensed 


A bill requiring that radio repair- 
men and servicemen shall be licensed 
by the Department of State has been 
introduced in the New York State 
Assembly. Fee to be $25, and bond to 
be $2,000 for New York City and 
$1,000 for other localities. 
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part of his heritage as an American—because best is American. 
Because his ancestors insisted upon their right to free enterprise, they 
braved unknown seas and overwhelming danger to carve out our land. 
From generation to generation they cherished our convictions, worked 
for them, and, when necessary, took up their guns and fought for them. 
And so, when Jimmy wrote those words upon the board, they already 
were instilled in his lifeblood. Now, he too, has taken up his gun to 
defend American ideals. 
The word “Best” has also become a symbol for Science and Industry. 
Keeping pace with military demand has brought forth many new devel- 
opments that will open peacetime doors to an era of better living. 
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Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 













BLACKSTONE PLANT GETS ARMY-NAVY E—The Jamestown Metal Equipment 
Co., Inc., and its subsidiary, the Blackstone Corp., were awarded the coveted army- 
navy "E recently. Oscar A. Lenna, president of both companies is shown mak- 
ing acceptance speech. With Mr. Lenna on platform are (left to right): Col. 
Frank J. Atwood, district chief of Rochester Ordnance; Hon. Hugh V. N. Bodine, 
county judge of Chautauqua County; Lt. Commander Wm. T. Murdoch, asst. 
Inspector, Naval Material, Buffalo, N. Y., and Otto Carlson, plant superintendent. 








Washer-lroner Association 
Establishes Five New Committees 


Five new committees have been 
established to head up the activities 
of the American Washer and Ironer 
Manufacturers’ Association in 1945, 
according to Louis C. Upton, presid- 
ing for the first time as president of 
the association, at the first meeting of 
the group’s new executive committee 
in Chicago recently. The new com- 
mittees are the Associates Committee; 
the Ironer and Dryer Committee; the 
Finance Committee; the Government 
Committee; and the Industrial Rela- 
tions Committee. Three other com- 
mittees conducting old activities have 
had their titles slightly altered. They 
are the Advertising and Market Re- 
search Committee; the Engineering 
and Research Committee; and the In- 
ternational Markets and Trends Com- 
mittee. The already established OPA 
and WPB committees make a total 
of ten committees in all for the 1945 
program. 

All committees will work closely 
with the organization’s newly elected 
executive committee, and their chair- 
men will participate in that commit- 
tee’s meetings. Serving as liaison offi- 
cer between committees will be Roy 
A. Bradt, vice-president, Maytag Co., 
who is chairman of the association’s 
post-war planning committee, and who 
was also elected to the executive com- 
mittee in January. 


Associates Committee 


Members of the Associates Commit- 
tee are: Carl L. Huff, Bliss & Laugh- 
lin, Inc., chairman; C. L. Coughlin, 
Briggs & Stratton; Edward C. Doll, 
Lovell; B. N. MacGregor, General 
Motors Corp. (Packard Elect. Div.); 
George L. Meyer, Jr. Stewart-War- 
ner; and ex-officio members Louis C 
Upton, 1900 Corp., and William Shaw, 
publicity and public relations. 

The objectives of this committee are 
to examine suppliers’ facilities for re- 
suming civilian production as quickly 
as possible, and for their utmost aid 


APRIL, 


to washer, ironer and dryer manuiac- 
turers; to determine the means 
which all mutual best interests of sup- 
pliers and manufacturers may be im- 
proved to strengthen present relation- 
ship between these two groups, through 
establishing a clearer understanding of 
the problems faced by each. The 
Liquid Plastics Div. of Ferro-Enamel 
Corp., Cleveland, was elected an As 
sociate member. 


lroner and Dryer Committee 


Members consist of chairman A 
\skerberg, Horton Mfg. Co.; W. 
Dabney, Ironite Ironer Co.; I. N 
Merritt, Conlon Corp.; H. W. Altor- 
fer, Altorfer Bros. Co.; M. A. Tous- 
saint, American Ironing Machine C: 
L. F. Worth, Hamilton Mfg. Co. 

Purpose of this committee is to i 
vestigate sales opportunities for iro: 
ers and dryers; and to study means 
promoting these appliances. 


Finance Committee 


The Finance Committee members 
are: B. J. Hank, Conlon, chairman; 
H. A. Bumby, Barlow & Seelig; Wal 
ter K. Voss, Voss Bros.; M. R. Twiss 
Zenith Machine Co. C. G. Frantz of! 
Apex is an ex-officio member. 

The Finance Committee will study 
the association’s financial status and 
plan membership assessment methods 
for the transition period and peacetime 
era that will maintain the association 
upon the soundest possible financial 
footing; also to look into methods for 
accumulating funds for extending pr« 
motion activities of the association 


Government Committee 


Members of the Government Com- 
mittee are Judson S. Sayre, Bend 
Home Appliances, Inc., chairman 
William S. Hammersley, 1900 Cory; 
assistant chairman and secretary; W 
N. Gallagher, Automatic Washer Co 
H. Paul Nelligan, Easy Corp.; Be: 
nard J. Hank, Conlon; and W. Ver 
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AUTOMATIC 


CLOTHES DRYER 


BOTH GAS AND ELECTRIC MODELS 


@ “Weare tremendously optimistic about 
the sales possibilities of Hamilton Auto- 
matic Clothes Dryers in the postwar 
period ... we have sold quite a number 
of them, and after four years of use have 
found them practically free from service 
and maintenance expense . . . owners are 
loud in their praise... dealers are en- 
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thusiastic .. . eagerly seek the franchise.” 


So reports Mr. A. S. Dunning, Vice 
President and General Manager of Motor 
Power Equipment Co., one of the leading 
appliance distributors in the Northwest. 


Right you are, Mr. Dunning! The post- 
war sales potential for the Hamilton 
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Dryer is BIG. Fact is, a recent survey 
among thousands of families in all in- 
come groups shows that approximately 
24% of the housewives interviewed defi- 
nitely want an automatic clothes dryer. 
Every washer buyer a live prospect! Sell 
TWO appliances instead of one! 


No wonder “owners are loud in their 
praise”...for the Hamilton Dryer means 
substantial savings in time, work and 
worry. Damp-dries an average washer 
load in a mere 15 to 25 minutes, slightly 
longer for complete drying. Gives com- 
plete independence from bad washday 
weather, soot, smoke and clothes lines. 


Timely tip: Plan your postwer prosperity 
with the Hamilton Automatic Clothes Dryer! 





EQUIPMENT FOR THE PROF 
ERS OF ESSIOne 
TWO RIVERS - WISCONSIN 
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SA 14—a smart little self- SST 6—a modern, streamlined self-starting Tambour, 20 
starting electric alarm inches long, 55% inches high. Case of finest figured 
clock, only 4% inches walnut, with inlaid panels of burl walnut. Gold plated 
high, in a handsome die sash with oval etched silver plated dial. Hand rubbed 
cast case. lacquer finish. 


These fine self-starting clocks will 
help you to share in the enormous 
postwar market 


























Here are a few reasons for their prewar popularity: 

1. Quiet, long life—the result of good engineering and 
motors completely sealed in oil. 

. Reliable timekeeping —the result of careful workman- 
ship. 


2 


3. Very saleable designs—the result of smart styling. 


i. Extremely reasonable prices—the result of mass pro- 
duction. 


5. Mighty few returns —the result of long experience. 
We'll be supplying you again as soon as Uncle Sam gives 
us our honorable discharge from the production of criti- 
cal war material. 


ST 320—A popular streamlined self-starting SK 19—self-starting elec- 
electric Tambour, 19 inches long. Case of tric kitchen clock, 614 
selected figured walnut with inlaid burl inches wide and 7 inches 
walnut on each side. Beautiful hand rubbed long. Tilted dial im- 
finish. silver plated dial, gold plated sash proves visibility 
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non Brumbaugh, ex-officio member. 
The purpose of this committee is to 
keep informed on developments in 
Washington witich may affect favor. 
ably or unfavorably the orderly prog. 
ress of the washer industry; to keep 
Washington agencies enlightened on 
the nature and extent of the washer 
industry, and the importance of its 
products in a peacetime economy. 


industrial Relations Committee 


Consisting of Fred Maytag II, 
chairman; Richard J. Simmons, Birt- 
man Electric; Vernon E. Dunn, Ap- 
pliance Mfg. Co.; Elisha Gray, 1900 
Corp.; E. C. Buchanan, Apex; Wal- 
ter D. Hunt, Dexter. 

Objective is to study what consti- 
tutes the best procedures for main- 
taining the best relationships between 
workers and management. 


Old Committees Reorganized 


The newly named Advertising and 
Market Research Committee will de- 
termine the advisability of conducting 
an industry-wide advertising promo- 
tion program synchronized with the 








Lou Upton, president, American Washer- 
lroner Manufacturers Association, an- 
nounces committee reorganizations. 





resumption of peacetime manufactur- 
ing, and will study means by which in- 
terests of the industry might be ad- 
vanced in advertising channels. Its 
members are Harry E. Warren, Edi- 
son GE Appliance Co., chairman; I. 
N. Merritt, Conlon, assistant chair- 
man; M. A. Toussaint, American 
Ironing Machine Co.; P. S. Moyni- 
han, Blackstone; Walter J. Dailey, 
Bendix. John Wicht, G-E and Wil- 
liam Shaw are ex-officio members. 

The Engineering and Research 
Committee has been formed to estab- 
lish a standard washing machine test 
for washability and wearability, and 
to consider other matters of engineer- 
ing which may arise. The committee 
is composed of P. E. Geldhof, 1900 
Corp., chairman; G. I. Cockerill, Apex, 
secretary; John B. Dyer, Easy; Dave 
Hays, G-E; N. L. Etten, Chamber- 
lain Corp.; W. F. Oliver, Bendix; F. 
Breckenridge, Westinghouse; W. L. 
Kaufman, Lovell; and Roy A. Bradt, 
Maytag, ex-officio member. 

The International Markets & 
Trends Committee was formed to 
maintain a running study of the chief 
influences and trends governing vari 
ous foreign market opportunities and 
to survey the various methods by 
which manufacturers may seek to es 
tablish distribution in various foreign 
fields. W. H. Reeve, Easy, has been 


entrusted with this job. 
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Tie up with a quality product now and cash in 
big in the years ahead. Serve your customers 
with TK replacement units to replace burned out 
or inefficient units on electric ranges. Here are 
the TK technical features that assure uniform 
high quality nickel-chromium resistance wire in 
perfect spiral centered in magnesium oxide. 
Rugged precision construction defies the ex- 
tremes of heat and cold-rust-corrosion-steam, 
water and rough handling. 


—— 
- ~ 
— . 
There ore only 2 sizes af TK units but there are 18 different 


Electric Ranges 
TUTTLE & KIFT INC. 


18275 NORTH MONITOR AVENUE - CHICAGO 39, ILLINOTS 


MANUFACTURERS @ DOMESTIC AND INDUSTRIAL 
HEATING UNITS @ SWITCHES @ CONTROLS 












CANADIANS TO MANUFACTURE CROSLEY APPLIANCES—Crosley executives 


at a conference in Toronto recently where they discussed arrangements for Moffats, 


Ltd., to manufacture and distribute, in Canada, Crosley home radio receivers and 
major appliances when restrictions are lifted. Shown above, left to right, are 
R. C. Cosgrove, vice-president and general manager manufacturing division, 
Crosley; D. R. Moffat, vice-president and general manager, Moffats, Ltd., Weston, 
Ontario, Canada; and John W. DeLind, Jr. director of exports, Crosley. 


\ program calling for the expendi- 
ture of $790,000,000 by the nation’s 
electric companies and their new cus- 
tomers in extending rural electrifica- 
tion in three years was announced 
recently by C W Kellogg, president, 
Edison Electric Institute. The pro- 
posed operation is revealed in a pre- 
liminary report to the Institute by its 
commercial planning committee which 


is now completing an exhaustive sur- 
vey of the entire rural electrification 
question. 

It is expected that a total of about 
a million new’ rural customers, 


600,000 of them farms and 400,000 
rural non-farm homes will receive 
electric service from the electric com 
panies within the three-year period. 
The electric companies will spend 
$290,000,000 to build the required lines, 
Mr Kellogg said, and it is estimated 
that the new customers will spend 
about $500 each for wiring and other 
initial equipment, creating an aggre- 
gate of $790,000,000 to stimulate post- 
war employment. The work is to 
start as soon as war requirements 
permit. 


Farm Job Half Done 


The Institute’s Planning Committee 
reports that the farm electrification 
job is about half done. Of the 5,200,- 
000 farms of the nation with occupied 
dwellings at the end of 1944, more 
than 2,700,000 have electric service and 
2,500,000 are without it. The prin- 
cipal areas where the rural population 
is incompletely served are the West 
North Central, West South Central, 
East Central and South Atlantic 
States. In the New England, Middle 
Atlantic and Pacific States the job 
of extending service is reported as 
nearing the finishing stage, averaging 
about 88 percent in the Pacific States 
and 75 percent in the other two areas. 

Pointing out that in their extension 
of rural electrification since their 
pioneering efforts in 1906 the electric 
companies have kept in mind their 
social obligation to the farmers, as 
well as enhancing the economics of 
farm production, the report sets forth 





Utilities Propose $790,000,000 
‘Rural Electrification Program 


that the industry has constantly pur- 
sued a policy of liberalizing the terms 
and conditions for building lines in 
rural areas. Revenue guarantees have 
been reduced, guarantee periods short- 
ened and lower rates fixed. Whereas 
the earlier construction programs ap- 
plied to smaller groups of farms, it 
is now feasible to develop larger areas, 
because such procedure reduces con- 
struction costs and this in turn makes 
possible lower rates. The social gain 
of rural electrification is less drudgery 
for the farm wife and a pleasanter 
place in which to live. 


Farmers Questionnaired 


The electric companies’ contacts 
with farmers in making the survey 
Mr Kellogg said, developed wide- 
spread support of the extension pro- 
gram. ‘ Questionnaires filled out by 
farmers revealed that their first ten 
choices in the use of electricity were 
for water systems, refrigeration, in- 
cluding home freezer cabinets ; brood- 
ers, water heaters, feed grinders, milk- 
ing machines, elevators, barn venti- 
lators, farm motors and cream 
separators, 


‘Amadiean Central Buys 
Steel Kitchens Corp. 


Saunders P. Jones, president of 
American Central Mfg. Corp., an- 
nounced recently the completion of 
negotiations for the purchase of the 
physical properties of Steel Kitchens 
Corp. 

“The Steel Kitchens Corp.’s prop- 
erty comprises the twelve acres adja- 
cent to American Central’s present 
plant” Mr. Jones said. And should 
prove a far better purchases than for 
the company to have located these 
additional facilities in another city. 
This applies, we believe, not only to 
present war production but to the 
building, post-war, of American kit- 
chens for which we already have many 
orders.” 
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Wher going on here? Nothing. That's the 
trouble with Henry's store. Slowest darn store 


you ever saw. But who is om 
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[BOY DOES THAT WINDOW PULL EM INAND DS 
“IMPULSE MERCHANDISE* LIKE WESTINGHOUSE 
BULBS LEADS TO LOTS OF OTHER SALES TOO / 
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HENRY HAS IT, GENTLEMEN... 


Henry has the answer! It PAYS to put in a Westinghouse window .. . 
if by chance you're not receiving these sales-building display pieces 
regularly, mail in the coupon below today. 


Lamp Division, Dept. EM-2 
Westinghouse Electric & Mfg. Co. 
Bloomfield, New Jersey 
Gentiemen: 

Please send me immedictely my free set of pre-tested 
Westinghouse window display material shown in this 
Jinx and Jill cartoon. 
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%e Designed by Harvey Knuth, one of America’s 
foremost creators of stee/] kitchen cabinets, the 
Lyon Line scores tops in buy appeal. 


% Acompletely packaged line, featuring new sim- 
plicity in layout and construction that cuts sell- 


ing time and costs .. . makes installation quick 
and easy. 


% Minimum stocks provide everything needed to 
make beautiful layouts for practically any size 
and type of kitchen. 


tw Advertising and direct selling help by trained 
factory field men that assure Lyon Dealers a 
generous and profitable share of the enormous 
post-war kitchen cabinet market. 


¥*% Write today for pre-view folder, listing units and 


of progressive dealers to receive catalog (now in 
work) describing exclusive Lyon design and 
construction advantages. 


LYON METAL PRODUCTS, INCORPORATED 


General Offices: 325 Madison Avenue, Aurora, Illinois 
Branches and Distributors in All Principal Cities 
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THE PACKAGED LINE WITH SALES APPEAL 
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dimensions. Your name will also be put on list . 





NEW POSITIONS OF THE MONTH 





Deepfreeze Division 
Motor Products Corp. 


G. H. (Rock) Smith has been ap- 
pointed vice president and general 
manager of the Deepireeze Division of 
the Motor Products Corp., according 
to a recent announcement of A. L. 
Lott, president of the company. 

For the past several months Mr. 
Smith has been associated with the 
Magnavox Co., Fort Wayne, Ind., as 





6. H. SMITH 


a merchandising counselor. Prior to 
his consulting work he was general 
sales manager of Edison G. E. Appli- 
ance Co., Inc., Chicago, for several 
years. Mr. Smith will be located at 
the North Chicago plant. 


Graybar Electric Co., Inc. 


Graybar Electric Co., Inc. announces 
the appointment of George T. Bryant 
to the position of assistant merchan- 
dising sales manager. He will be 
located at executive headquarters in 
New York and will report to R. C. 
Litchfield, Graybar merchandising 
sales manager. 

Mr. Bryant joined the Graybar or- 
ganization in 1935 as manager of the 
Kelvinator department in the com- 
pany’s Southern District with head- 
quarters in Atlanta, and in 1938 be- 
came merchandising manager in the 
Gulf Division, with headquarters in 
Houston. From 1942 to 1944 he was 
on leave of absence, serving the gov- 
ernment. On completion of his work 
in Washington he was called to Gray- 
bar and. appointed hearing aid sales 
manager, in charge of sales on Western 





GEORGE T. BRYANT 


Electric Hearing Aids for which 
Graybar is the national distributor. 
Mr. Bryant will continue to direct the 
company’s hearing aid sales. 





Robertshaw Thermostat Co. 


As part of its broad post-war 
program for expansion and product 
development, John A. Robertshaw, 
president of the Robertshaw Thermo- 
stat Co., announces the appointment 
of W. D. Crouch as general manager 
of the Commercial and Industrial Di- 
vision of that company. 

Mr. Crouch has been associated with 
the Robertshaw since 1918. The wide 





W. D. CROUCH 


recognition thermostats have received 
in the commercial cooking field is due, 
in no small part, to the promotion job 
done under his direction while sales 
manager of this Division. 


New York District Manager 


At the same time, it was announced 
that Joseph L. Gabris, formerly of the 
St. Louis Division of Robertshaw has 
been appointed district manager with 
headquarters at 30 Church Street, 
New York. He is a graduate of the 
College of Engineering, University of 
Missouri and has had broad experience 
in the thermostat field. He will be in 
charge of sales of domestic as well as 
commercial and industrial thermostats 
in the Eastern District. 


Eureka Vacuum Cleaner Co. 


K. J. Mackay, who has been asso- 
ciated with the Eureka Vacuum 
Cleaner Co. for the last three years 
as chief accountant, has been appointed 
treasurer of the company, it was an- 





K. J. MACKAY 


nounced recently by H. W. Burritt, 
president. 


Prior to joining Eureka four years 


ago, Mackay was with Detrola Corp. 
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Albuquerque, N. Mex., Alford’s 

Allentown, Pa., Bell-Clark & Company 

Atlanta, Ga., The Yancey Company, Inc. 
Baltimore, Md., David Kaufmann’s Sons 
Binghamton, N. Y., Southern Tier Elec. Supply Co., Inc. 
Birmingham, Ala., R. P. McDavid Co., Inc. 

Boston, Mass., Bigelow & Dowse Company 
Buffalo, N. Y., H. D. Taylor Company 

Burlington, Vt., J. S. George Supply Co. 
Charlotte, N. C., Southern Radio Corporation 
Chattanooga, Tenn., Radio & Appliance Distributors, Inc. 
Chicago, Ill., Commonwealth Utilities Company 
Cincinnati, O., Ohio Appliances, Inc. 

Cleveland, O., Cleveland Radiolectric, Inc. 
Columbus, O., Ohio Appliances, Inc. 

Dallas, Texas, The Schoellkopf Appliance Co., Ltd. 
Davenport, la., G. W. Onthank Co. 

Dayton, O., Ohio Appliances, Inc. 

Denver, Colo., David C. Dodge Company 

Detroit, Mich., Republic Supply Corporation 

Des Moines, lowa, G. W. Onthank Company 

El Paso, Texas, Albert Mathias Company 


NEW COOLERATOR 


Elmira, N. Y., Southern Tier Elec. Supply Co. 

Fargo, N. D., Fargo Glass and Paint Co. 

Grand Rapids, Mich., State Distributing Co. 

Houston, Texas, Straus-Frank Company 

Huntington, W. Va., Van Zandt Supply Co. 

Indianapolis, Ind., Appliance Distributors, Inc. 

Jacksonville, Fla., Consolidated Automotive Co. 

Kansas City, Mo., Enterprise Wholesale Furn. & Stove Co. 

Knoxville, Tenn., C. M. McClung & Co. 

Little Rock, Ark., Holcomb Gunn Co. 

Los Angeles, Calif., Sues-Young Co. 

Louisville, Ky., Ewald Distributing Company 

Memphis, Tenn., Mississippi Valley Furniture Co. 

Milwaukee, Wisc., Taylor Electric Company 

Nashville, Tenn., Keith Simmons Company, Inc. 

New Haven, Conn., American Distributors, Inc. 

New Orleans, La., Modern Appliance & Supply Co., Inc. 

New York, N. Y., D. W. May Corporation 
Export—J. H. Lathom 

Oklahoma City, Okla., Jenkins Wholesale Division 

Omaha, Neb., G. W. Onthank Co. 

Philadelphia, Pa., Elliott Lewis Electrical Co. 


Dealers: Do 
you know all 
the details 
about the 
Coolerator 
protected profit 
program? 

if not, write 
The Coolerator 
Company, 
Duluth 1, 
Minnesota, for 
your copy of 
the big, 
illustrated 
40-page 
Coolerator 
Book! It’s free! 


AS 


‘eoed WRN 


4 THESE FIRMS ARE DISTRIBUTORS FOR AMERICA’S LARGEST SOLE SPECIALIST IN HOME REFRIGERATION: 4 


Phoenix, Ariz., Albert Mathias Co. 

Pittsburgh, Pa., J. A. Williams Company 

Portland, Ore., Bargelt Supply 

Providence, R. |., Providence Electric Company 
Richmond, Va., Wyatt-Cornick, Inc. 

Rochester, N. Y., Bickford Brothers Co. 

St. Louis, Mo., Stanley Distributing Company 

St. Paul, Minn., Dealers Furniture Co. 

Salt Lake City, Utah, Refrigeration Serv. & Eng. Co. 
San Antonio, Texas, General Hotel Supply Company 
San Francisco, Cal., McCormack & Company 
Schenectady, N. y., LeValley, McLeod, Kinkaid, Inc. 
Seattle, Wash., Seattle Radio Supply, Inc. 

Sioux Falls, S. D., G. W. Onthank Co. 

Spokane, Wash., Prudential Distributors, Inc. 
Springfield, Mass., The Burden-Bryant Co., Inc. 
Syracuse, N. Y., Paul Jeffrey Company 

Toledo, O., Walding, Kinnan & Marvin Co. 

Utica, N. Y., Horrocks-Ibbotson Company 
Vincennes, Ind., Ebner Ice & Cold Storage Co. 
Washington, D. C., May Hardware Company 
Willmar, Minn., Minnesota Electric Supply Co. 
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“PERFECTION !S A MATTER OF TRIFLES, 


BUT 


PERFECTION 


is NO TRIFLE’’ 
. Michelangelo 


These women helped 


put the stars in our E’ flag 





Yes—we’re mighty proud of our factory per- 
sonnel here at Horton. For it’s the character 
of these folks—the way they have improved 
manufacturing technique under the stress of 
large scale wartime production to bring honor 
after honor to us—that has given us in the 
“front office” a new vision of finer post-war 
production. After the war is won these same 
alert brains and skilled hands will assure you 
Horton washers and ironers in both quality 
and quantity. 


For information on Horton’s post-war dealer plans, write... 





Horton has been awarded: 
The Army-Navy E with 
Four Stars 
The Army Air Force 
Quality Rating with 
full responsibility for 
detailed inspection 
of production 
The National Secu- 
rity Certificate 


FORT WAYNE, INDIANA 
MAKERS OF AMERICA’S FIRST AND FINEST WASHERS FOR 73 YEARS 


} 


J 
| 
| 
| 
| 


| 
| 
| 
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New Jersey Power & Light Co. 


Announcement has been made of t 
appointment of Donald M. Moroughan 
as domestic sales manager of New 
Jersey Power & Light Co. 

Mr. Moroughan has had 28 years 
experience in the utility business, hav- 
ing started in Messina, N. Y., in 1925 
From 1929. to 1934 he was employed 


Donald M. Moroughan 


in the sales department of the New 
York State Electric & Gas Corp. 
Ithaca and Walton, New York. From 
1934 to 1945, Mr. Moroughan 
been sales supervisor for Metropolitan 
Edison Co. at Easton, Penna. and 
has also been associated with New 
Jersey Power & Light Co. at Phillips- 
burg, N. J. 

His new appointment fills the va 
cancy created by the recent election 
of William F. Moses to vice president 
in charge of customer and employee 
telations 

New Jersey Power & Light Co. has 
announced the election of William F. 
Moses as a vice-president in charge 
of customer and employee relations. 

Mr. Moses who has been domestic 
sales manager for New Jersey Power 
& Light Co. came to Dover from 
Cortland, New York, where he was 
district manager for N fork State 
Electric & Gas Corp., an affiliated con 
pany. Previous to 1944 he was en 
ployed in sales work for New York 
State Electric & Gas Corp. in Aubur1 
Geneva and Binghamton. 


Faraday Electric Corp. 


Paul G. Taylor has been appointed 
by the Faraday Electric Corp. to head 
their Appliance Merchandise Division 
Among the first items to be released 
are the “Plugmaster” cord set and 
“Broilmaster.” 

Mr. Taylor has recently been re- 
leased by the U. S. Navy after serv- 
ing two years in the South Pacific as 
a Lieutenant where he was wounded 
and has been decorated with the Pur- 
ple Heart. Previously, he was sales 
manager for the Penn Electrical En- 
gineering Co., Scranton, Penn. 


Columbia Recording Corp. 


Edward Wallerstein, president of 
Columbia Recording Corp. announces 
that Emanuel Sacks was elected 2 
vice-president of that company at a 
recent board of directors meeting. 
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Majestic Radio & Television Corporation 


announces the formation of 


Mlijisl’ RECORDS INC. 





A statement from Eugene A. Tracey 
President of Majestic Radio & Television Corporation 


THE FORMATION of Majestic Records, Inc. marks a long 


step forward by Majestic to a domi- 
nant position in the radio, phonograph, 
and record field. 

Operating as a wholly owned sub- 
sidiary of Majestic Radio & Television 
Corporation, Majestic Records, Inc. 
will record, manufacture, and market 
a complete line of phonograph re- 
cordings under the name of “ Majestic 
Records.” Initial recordings will be 
in the “popular” field but the line will 
be extended rapidly to include all 
types of music. 

President of Majestic Records, Inc. 
will be James J. Walker. 

Formation of this new recording 


company is an especially important 











JAMES J. WALKER 
President of Majestic Records, Inc. 


A well known public figure, Mr. Walker is presi- 
dent of the National Association of Performing 
Artists, and has long been a member of the 
American Society of Composers, Authors and 
Publishers. He organized the Motion Picture 
Theatre Owners Association and has acted as 
counsel for the New York Theatre Owners 
Chamber of Commerce. In the many years he 
has been associated with the entertainment 
world, Mr. Walker has won the loyal friendship 
of countless numbers of publishers, composers, 
performers, writers, producers, and agents. 








Majestic Radio & Television Corporation 


Majestic Records, Inc. 


ELECTR TAL MERCHAND SING—APRIL, 


1945 


move for Majestic distributors and dealers. It gives them 
a Majestic product to sell now, before peacetime radios 


and radio-phonographs can be made—a product which will 


have an immediate sales advantage in 
the public’s proved acceptance of the 
name “Majestic.” 

The advertising and promotion 
that will be put behind Majestic 
Records—along with the popularity 
they will win through their timeliness 
and quality—are going to build even 
greater prestige and public accep- 
tance for the “Majestic” name. Thus 
Majestic Records will build for the 
day to which we are all looking for- 
ward—the day when new radios and 
radio-phonographs will appear, bear- 


ing the Majestic nameplate. 


Jil hkee-<; 
va 


Chicago 32, Illinois 
29 West 57th Street, New York City 19 
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“Boy, when | get home, I'm 
going to want-a lot of good, solid 
comfort, and to me, that means 
AUTOMATIC OIL HEAT. No 
fuel handling or furnace tending 
for me, thanks! I want the com- 
fort and economy of oil heat, plus 
the convenience of thermostatic 
furnace control. 


“One fact I must consider is that 
the house we bought before the 
war is small, like 75% of America’s 
homes. The furnace will need to 
burn only two or three quarts of 
oil an hour to keep every room 
comfortable. That's why I'm choos- 
ing an H. C. Little Floor Furnace, 


with a vaporizing type oil burner 


*You see, I can’t use a pressure type 
burner because, generally speaking, 
they are not satisfactory when burn- 
ing less than a gallon of oil an 
hour (which is entirely too much 
for a small home), whereas the 


H. C. Lirtle vaporizing burner Op- 














erates at peak efficiency on two or 
three quarts an hour, which is 
exactly what we'll need. 


"There are many manufacturers 


of vaporizing equipmegt, but I'm 
picking H. C. Little because they 
lead the field, with the only fully 
automatic, electric ignition, natu- 
ral draft vaporizing type burner 
available in a complete line, in- 
cluding Floor Furnaces, Basement 
Furnaces, Utility Furnaces, Space 
Heaters, Water Heaters, Wall 


Furnaces, etc.’ 





Huh? ; 


"How do I know all this? 
Well, my neighbors back home 
have a Little Floor Furnace 
and I’ve seen plenty of Little 
equipment doing a swell job 
in Army camps, even up in 
Alaska! Why don’t you do 
what I did? Write 
H. C. Little for full 


information. 








HEAD OFFICE: San 
Rafael, Calif. Branches 
in Principal Cities. 
Pioneers in the Automatic Oil 
Floor Furnace and Specialists 
Low-Cost Automatic Oil Heat 
for Small Homes 











NEW POSITIONS OF THE MONTH 





Westinghouse Lamp Co. 


Robert W. Pritchard, a member of 
the Westinghouse Lamp Division’s 


sales staff in Bloomfield, N. J., for 20 ‘ 


years, has been appointed assistant to 
Russell E. Ebersole, lamp sales man- 
ager. 

Mr. Pritchard will serve as liaison 
man between lamp sales headquarters 
in Bloomfield and the accounting of- 
fices in the eight district offices 
throughout the nation. Mr. Pritchard 
also will act in an advisory capacity 
to the district offices on their order and 
service and warehouse operations. 


Westinghouse Radio 


Appointment of Curtis W. Lehner 
as southeastern district manager for 
the Home Radio Division, Westing- 
house Electric & Mfg. Co., has been 
announced by Harold B. Donley, 
manager of the division. 


H. C. Lease, the newly appointed 
Washington manager, was born in 
Frederick, Md., and, after being with 
the army air forces in World War [, 
joined Westinghouse in Washington 
in 1922, where he has been employed 
as an appliance and apparatus sales- 
man. 

The appointment of M. C. Coleman 
as sales manager of metropolitan and 
provincial Chicago for the Appliance 
Division of the Northwestern District 
was announced recently by J. L. 
Johnson, District Appliance manager 
of the Westinghouse Electric Supply 
C 0. 

Mr. Coleman's office will be in 
Chicago. 


Proctor Electric Co. 


Robert M. Oliver, vice-president in 
charge of sales of the Proctor Electric 
Co., Philadelphia, announces the ap- 





CURTIS W. LEHNER 


Mr. Lehner will maintain head- 
quarters in Atlanta and serve North 
Carolina, South Carolina, Georgia, 
Florida, Alabama, Louisiana and parts 
of Tennesseee and Mississippi. 

From 1924 to 1934 Mr. Lehner was 
on the appliance sales staff of West- 
inghouse at Mansfield, Ohio. Since 
1934 he has been with the Westing- 
house Electric Supply Co., serving 
from 1934 to 1938 as New England 
merchandise manager at Boston; and 
since 1938 as southeastern district ap- 
pliance and lamp manager with head- 
quarters in Atlanta. 


Westinghouse Electric Supply Co. 


The appointment of John F. Myers 
as Middle Atlantic District manager 
of the Westinghouse Electric Supply 
Co. has been announced by David M. 
Salsbury, vice-president and general 
manager of the company. Mr. Sals- 
bury, at the same time, announced the 
appointment of H. C. Lease to succeed 
Mr. Myers as manager of the Wash- 
ington branch. 

Mr. Myers succeeds H. M. Gans- 
man, who will retire after almost 41 
years of service with Westinghouse. 

He joined Westinghouse Electric 
Supply Co in 1922 when the H. C. 
Roberts Co. by which he was employed, 
became a part of Westinghouse. 


APRIL, 


D. W. THOMPSON 


pointment of D. W. Thompson as New 
York district manager. For the past 
two and one half years Mr. Thompson 
has been purchasing agent for the 
company in Philadelphia. Prior to 
that he was district manager for the 
Baltimore and New Jersey territories 
respectively. 


Warren Telechron Co. 


Warren Telechron Co., Ashland, 
Mass., announces the appointment of 
Harold D. Stanton as district manager 
with headquarters in St. Louis. 

Prior to joining Telechron, Mr. 
Stanton was associated with the elec- 
tric clock and appliance industry for 
thirteen years. 


Renown Stove Co. 


William W. Kleinjan has been ap- 
pointed Chicago territory manager for 
the Renown Stove Co., Owosso, Mich., 
according to a recent announcement 
by M. J. Turck, sales manager. 

Mr. Kleinjan was with Marshall 
Field for a number of years, and more 
recently operated the Major Appli- 
ance Service. He succeeds K. D. 
Hutchinson, former Renown represen- 
tative who has resigned. 
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HERE are approximately 18,000,000 washer users 

in the United States. Only 2,000,000 have ironers! 
This means that 16,000,000 — or eight out of every 
nine washer users are potential prospects for an 
ironer. Because no home laundry is complete with- 
out an ironer! 


McCall's Magazine survey shows that 24% of its 
342 million readers actually intend to buy a new 
ironer. That's 840,000 ironers among McCall readers 
alone — or better than three times the industry's 
entire 1941 production! 











The ironer is definitely going to hit its full stride after 
the war. That is clearly certain. And it is also certain 
that Speed Queen will be in there with a line thai 
will spearhead this new ironer offensive. Get set 
now. Write for exclusive franchise details. 


oon BARLOW G&G SEELIG MFG. CO. 
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@ Chart followers know well the 





importance of the Baltimore 
market —it’s one of the six cities 
in America with a population of 
over one million. They know, 
also, the importance of the 
News-Post in the Baltimore mar- 
ket. It’s Ist in circulation in the 
6th largest city. Make it the pa- 
per of your choice, too, and ‘‘cash 


= in’ in Baltimore. 


re 


Baltimore N ews-Post. 


‘NATIONALLY REPRESENTED BY HEARST 







4 


; 








NEW POSITIONS OF THE MONTH 





T. O. LAWLER 




























A. O. Smith Corp. 


Three new men have been added 
to the stoker division of the A. O. 
Smith Corp. as part of the organiza- 
tion’s rapidly expanding stoker dis- 
tribution program, officials of the com- 
pany announce in Milwaukee. 

The three men are T. O. Lawler, 
who becomes eastern stoker sales man- 
ager, and R. H. Stuff and H. H. Johns 
Jr., who have joined the north central 
district as regional sales managers, 
with offices at 310 S. Michigan Ave., 
Chicago. 

Lawler’s headquarters will be in 
the A. O. Smith, New Yerk district 
office at 155 E. 44th St. Since 1937 
he has been eastern seaboard district 
representative of Fairbanks, Morse & 
Co. 

Stuff has had wide experience with 
stokers, and has been closely identi- 
fied with the coal industry. He for- 
merly was district representative of 
the stoker division of Fairbanks, 
Morse & Co., in charge of the Mid- 
west territory. 

Johns has spent several years in 
merchandising home appliances and 
stokers. He formerly was with Kel- 
vinator and Automatic Washer Co., 
and more recently was district repre- 
sentative of the Fairbanks, Morse & 
Co. stoker division in the central At- 
lantic states. 


Majestic Radio & Television Corp. 


The appointment of John J. Downey 
as advertising and sales promotion 
manager of Majestic Radio & Tele- 


H. H. JOHNS, JR. 







R. H. STUFF 


Mr. Downey comes to Majestic 
from the Studebaker Corp., South 
Bend, Ind. where he was sales pro- 
motion manager for the past five 


years. Prior to that, he held an ad- 
vertising executive post with the 
Chrysler Sales Division in Detroit 


for seven years. 

Mr. Downey’s duties will include 
administration of advertising and 
sales promotion of Majestic Records, 
Inc., a Majestic subsidiary announced 
recently. 


Norge Division 
Borg-Warner Corp. 


Thurlo F. Johnson, who has been 
with the Norge division of Borg-War- 
ner Corp. since 1933, has been named 
national service manager, it was an- 
nounced by M. G. O’Harra, vice- 
president and general sales manager 
He succeeds J. R. Cameron, who has 
resigned. 

Johnson entered the company’s em- 
ploy in the manufacturing division, 
later transferring to inspection. He 
joined the service department in 1935 
as a national field service representa- 
tive covering all Norge household ap- 
pliances as well as heating and com- 
mercial products. In 1939, he was ap- 
pointed factory service superintendent 
in which position he remained until! 
the start of the war, at which time he 
was assigned to special war produc- 
tion duties. 

He was promoted to plant engineer 





JOHN J. DOWNEY 


vision Corp. Chicago and St. Charles, 
Ill., was announced recently by E. A. 
Tracey, president. 


APRIL, 








THURLO F. JOHNSON 


in charge of maintenance in 1943, and 
retained this post until assigned to his 
present position. 
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Alec Templeton Gives a Musical 
Description of the Meissner 


“Today I had a marvelous experience 

” The speaker was Alec Templeton, 
pianist, composer and musical satirist. 
“[ heard the famous Meissner electronic 
radio-phonograph.” 

“Tell us about it, Alec,” his friends 
urged. 

“The first record I heard,” Alec be- 
gan, “‘was a Chopin waltz. And, as he 
spoke, beneath his fingers, the keys 
moved in the intricate patterns of a 
Chopin melody. “Nothing was miss- 
ing,’ he continued. ““The entire range 
of the characteristic rippling treble rang 
true. . . each note was so sparklingly 
alive... it might have been my own 
ano, and not arecord... 


— 


“Then a Gershwin concerto.” Ab- 
uptly, Alec’s accompaniment changed 
In its tone to the familiar heavy 


in | 


“‘crushed”’ chords of the 
“The low notes 
were just as real as the high notes,” 
Alec said. 

“Then Tchaikovsky... 


... Debussv.. 


bass and the 


American master. 


Ra vel 
.” With each new name, 
Alec Templeton supplied new music. 
“Put them together—the great master’s 
greatest works — and you have this 
the song of this great new Meissner.” 

And as he finished, Alec’s own musi- 
cal description of the Meissner began 

. an inspired improvisation that left 
his listeners breathless. 

The Meissner Alec Templeton heard is 
the only instrument of its kind. Perfect- 
ed before the war, it is now “‘on loan” 
for the duration to the high school of Mt. 
Carmel, Ill., Meissner’s home community. 

Your own postwar Meissner will 
bring you the same new world of sound 
Alec Templeton found. You will be able 


to enjoy more than two hours of recorded 
music without touching a record — play 
both sides of any record. 

With both AM and FM radio tecep- 
tion and Super Shortwave, you will have 
the world’s best entertainment at your 
fingertips . . . all this in addition to the 
ability to reproduce recorded music 
that has won the praise of the world’s 
greatest musicians. 
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YOU 


MAY BE THE 


MEISSNER 


RADIO-PHONOGRAPH 


DEALER 


IN YOUR COMMUNITY 





Wes, your name may be the 
answer to many of the men and 
women who write to Meissner 
each month asking ‘““Where can 
I buy this new Meissner radio- 
phonograph after victory?” 


Judging from their letters, they 
are-the discriminating men and 
women of your community who 
expect—and purchase— quality. 
If you number them among your 
clientele, and if you have the ex- 
perience, financial strength and 
the facilities to sell this quality 
radio-phonograph, an exclusive 
Meissner dealer franchise is wait- 
ing for you. 

This is not “‘just another dealer- 
ship.’”’ With it, you become the 
sole Meissner representative in 
your area. You associate your 
name with an instrument that 
has been praised by the world’s 
greatest musicians for its perfect 
reproduction of recorded sound. 
And you get valuable sales help 
from a national advertising and 
promotional campaign that is 
attracting nation-wide attention 
with advertisements like that re- 
produced on this page. 
Interested? Write to our Chicago 
office today for further particu- 
lars. An executive of our company 
will arrange to contact you at the 
earliest possible date. 


METSSVER 


MANUFACTURING COMPANY « MT, CARMEL, IL 





Please Address Your Inquiries 
to Chicago Office: 


1629-A PALMOLIVE BUILDING 
CHICAGO, ILLINOIS 
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EDITOR’S NOTE . With spare parts so 


scarce these days, as a wartime measure 
as well as good business, it is suggested 
that Air Express affords a way of keeping 
inventory of parts at a minimum and still 
render efficient service, since the speed of 
delivery from any supplier is so rapid. 


ncrease Your 


URNOVER 


WITH AIR EXPRESS 


In these days of scarcities, thousands of firms have found that 
the speed of Air Express enables them to serve their customers 
quickly and well without maintaining big stocks of high-priced 
items, thus increasing the turnover of their capital. 

As a matter of fact, Air Express is so fast that the inventory 
of suppliers anywhere in the nation is available within a 
matter of hours. 

Surely, there are many ways in which you can increase the 
efficiency and profits of your business by using Air Express. 


Low Cost for High Speed 


25 lbs., for instance, travels more than 500 miles for $4.38, more than 1,000 miles 
for $8.75, more than 2,000 miles for $17.50, at a speed of three miles a minute — 
with cost including special pick-up and delivery in all U. S. cities and principal 
towns. Same-day delivery between many airport towns and cities. Rapid air-rail 


Specify Air Express 


service to 23,000 off-airline points in the United States. Direct service to scores 
of foreign countries 

Write today for “Quizzical Quizz,” a booklet packed with facts that will help you 
solve many a shipping problem. Railway Express Agency, Air Express Division, 
230 Park Avenue, New York 17. Or ask for it at any Airline or Express Office. 


Me LES 


GETS THERE F1RST———_ 
Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 








NEW POSITIONS OF THE MONTH 





General Electric Lamp Dept. 


E. E. Potter, who for the past 14 
years has been eastern general sales 
manager of General Electric Lamp 
Dept. at Nela Park headquarters, has 
been elected a G-E commercial vice- 
president, accordfng to an announce- 
ment made recently by Charles E. 
Wilson, president. 


E. E. POTTER 


P. D. Parker, who served over the 
same period as assistant general sales 
manager of the lamp department's 
Eastern Sales Division, becomes gen- 
eral sales manager of that division. 

Mr. Potter relinquished his duties 
at Nela Park and as commercial vice 
president became a member of presi- 
dent Wilson's staff. In his new capac- 
ity, Mr. Potter will become responsible 
for coordinating the diversified inter- 
ests of the company in all its customer 
relations in the District of Columbia. 
His headquarters will be in Wash- 
ington, D. ¢ 

Mr. Parker in 1919 joined General 
Electric’s Edison Lamp Works at 
Harrison, N. J., as a miniature lamp 
salesman. He had previously served 
five years as a salesman for New York 
Edison Co. In 1925, he was made sales 
manager of the Edison Lamp Work’s 
miniature lamp division. He took his 
post as assistant general sales man- 
ager of the Lamp Department's East- 
ern Sales Division, Nela Park, in 1930 

Mr. Potter started his career with 
the Edison Lamp Works at Harrison, 
N. J., in 1910. He was soon advanced 
to post of lamp manager of the Syra- 


P. D. PARKER 


cuse (N. Y.) office and to position of 
lamp specialist for the New York dis- 
trict. By 1919, Mr. Potter was ap- 
pointed manager of the N. Y. district 
which post he held until 1924 when he 
became assistant general sales man- 
ager of Edison Lamp Works. He was 


appointed general sales manager 
the Lamp Department’s Eastern Sale 
Division at Nela Park in 1930 


General Electric Co. 


A new sales district,- the Centr, 
District, with headquarters in Kanga; 
City and H. A. Warren as manager 


H. A. WARREN 


has been formed by General Electric's 
appliance and merchandise department 
it is announced by general sales man- 
ager C. R. Pritchard. 

The district covers Missouri, Kan- 
sas, Colorado, Nebraska, Iowa, and 
parts of New Mexico, South Dakota, 
Illinois, Arkansas, Wisconsin and 
Minnesota. 

Warren will be located in Kansas 
City after April 1. He joined Gen- 
eral Electric’s Atlanta office staff in 
1935 as a specialty appliance sales 
representative. Subsequently, he be- 
came a sales specialist on domesti 
refrigerators, air conditioning and 
commercial refrigeration. 


Bendix Radio Div. 
Bendix Aviation Corp. 


Glen O. Pippert has been appointe 
central regional merchandise manag« 
it was announced recently by Leonard 
C. Truesdell, general sales manager 
for home radio, Bendix Radio Di 
Bendix Aviation Corp. 

Formerly with McAlpin Co., 


GLEN O. PIPPERT 


cinnati, Western Electric and Frigi- 
daire Div. General Motors, Mr. Pip- 
pert will assist major retail accounts 
in midwestern states in setting up 
merchandising plans for the forthcom- 
ing line of Bendix AM and FM radios 
and radio-phonograph combinations. 
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Photograph at left shows eight- 
story factory at 2100 South Mar- 
shall Blvd., Chicago, where Cory 
Glass Coffee Brewer Co. has been 
making famous Cory All-Glass 





Coffee Brewers since March 1, 
1945. More than 120,000 square 


Ele« tric s 
>partment 





ales man- 

m, feet of manufacturing space — 
OWa, anc 

1 Dakota . . a i 

sin and private railway siding — most 


n Kanes = modern production equipment 
ned Gen- ‘ = 
> staff in —— eee rn . ~ : ; available—all combine to enable 


nce sales 


y, he be- = aay te REIN OY amos EE Cory to serve you better. 


domesti 


5 Qouwp pleced./ 
ZA ~—, a In our new factory-home we’re better equipped than ever 
to meet the demand for Cory All-Glass Coffee Brewers. We are build- 


ing up that demand — with the most outstanding advertising campaign 
in the coffee-brewer industry. 

We're telling all America the Cory story of quality, with powerful 
four-color advertisements in leading magazines having a combined 


ng a 


appointe 
manag 
+ Leonard 
manager 
dio D 


Co readership of over 63 million. 


Yes,Cory’s going places. And so are dealers who feature the Cory line. 


CORY GLASS COFFEE BREWER COMPANY 


Executive and Sales Offices 
221 North La Salle Street + Chicago 1, Illinois 
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BUY MORE WAR BONDS-YOUR INVESTMENT 


F ™~ 
WEBSTER ‘iis CHICAGO 


IN AMERICA 
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WEBSTER PRODUCTS 


alan 
adecaialll 


Again Postwar, You Will Find 
Webster Record Changers in 
High Quality Combinations 


BUY MORE WAR BONDS-YOUR INVESTMENT IN AMERICA 








The former Webster Products organization and 
facilities will be retained intact and will operate 
as the Electronics Division of Webster-Chicago 
Corporation. This division is now manufacturing 
dynamotors and voltage regulators for the war 


program. 


For peacetime production, the Electronics Division 
will resume manufacture of Webster Record 
Changers as well as several new, but related prod- 
cts, already designed and ready for postwar 
production. Watch for later important technical 
and merchandising information over this new 


signature. 


WEBSTER fais / €HICAGO 


ELECTRONICS “ 
DIVISION 
3825 ARMITAGE AVENUE, CHICAGO 47, ILLINOIS 
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Free Sewing Machine Co. 


The Free Sewing Machine Co. of 
Rockford, Illinois, has appointed Mrs, 
Metta O’Brien as its director of home 
economics, according to an announce. 
ment by L. E. LeVee, vice president 
in charge of sales. Previously, Mrs, 


























MRS. METTA O'BRIEN 


O’Brien had served for five years as 
fashion director for the Butterick 
Pattern Co. 

Mrs. O’Brien will develop sewing 
centers in large department stores and 
other dealer outlets to provide infor- 
mation and stimulate interest in sew- 
ing. Eventually it is expected that she 
will establish regular sewing courses 
for dealers and customers. She will 
also serve as counsel for the Free 
Sewing Machine Co.’s comprehensive 
post-war sales promotion program. 

















Deamer Pacific Coast Manager 


L. E. LeVee, vice-president in 
charge of sales of the Free Sewing 
Machine Co., Rockford, Ill., has ap- 
pointed T. Carroll Deamer as district 
manager for the Pacific Coast terri- 
tory to direct its program of expan- 





T. CARROLL DEAMER 





sion in that area. At the same time it 
was announced that new display rooms 
and sales offices have been opened at 
7013 Hollywood Blvd., Los Angeles. 

Mr. Deamer entered the sewing ma- 
chine industry in 1935 as a salesman 
for one of the country’s largest whole- 
salers. Mr. Deamer has already as- 
sumed his duties as district manager 
for the Pacific Coast territory and is 
organizing an extensive program of 
development in that area for the Free 
Sewing Machine Co. 
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— IX LEADING HOME MAGAZINES carry a new and lively _ Ladies’ Home Journal, Good Housekeeping and four other 
ne wi - = - . 
ne Free series of sales-making ads to remind your customers of | magazines of recognized influence is building up an enor- 
a Seth Thomas* electric clocks... their traditional depend- | mous demand and preference for Seth Thomas self-starting 
_ ability, smart styling and fine quality. electric clocks. 
— Of course, Seth Thomas clocks are not now available. But Prominent distributors agree that the franchise to dis- 
Laege we're all set to produce them. Attractive new designs are _ tribute Seth Thomas self-starting electric clocks is one of 
nas ap- : 

district ready and we can begin making them at a moment’s notice. | the most valuable assets they can have. Seth Thomas 
st terri- : ° ‘ ° ° ° ° 
gthwed In the meantime, this big, far-reaching campaign in Clocks, Thomaston, Connecticut. 


*SETH THOMAS IS REG, S. PAT. OFF 


Typical Seth Thomas self-starting electric clock designs 
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“Spray” —a smart, cheery electric clock Handsome self-starting electric alarm, “Vista” —distinctive model richly 
for streamlined kitchens. “Echo,” in walnut case. cased in onyx. 
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493.000 Electric C; 








PROCTOR Irons 


Proctor Electric Co., 3rd St. & Huntington 
Park Ave., Philadelphia, Pa. 


Model: No. 975, 1000 watt iron. 


Selling Features: Dreadnaught heat- 
ing unit sealed by metal against 
moisture; speed selector enables 
user to iron at speed which suits her 
best and at the correct ironing heat 
for any fabric; air cooled Bakelite 
handle; well-balanced heel rest; 
permanently attached cord; fabric 
dial; weighs 4% Ibs. (some of the 
irons may have aluminum base). 

Release Date: Expected to be in New Auto 
York market sometime in April. 

Electrical Merchandising, April, 1945 by Ww 
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Quota for What Year? 


First year after V-day. That's the number of 
electric clocks they say they'll buy in that period. 











































Who says they’ll buy that many? 


Readers of The American Home. In a recent poll of 
The American Home Reader-Consumer Panel (a 
representative cross-section of American Home readers), 
21% of the Panel members said they plan to buy 
electric clocks within a year after V-day. If you apply 
that percentage to the 2,350,000 families who read 














The American Home, you can see that almost a half- ae 
million of these families expect to be in the market oznznseamaearar 5 — 
for electric clocks soon after the war ends. Bose cf effici 
Co 
. struc 
Gosh, that’s a lot of electric clocks! in he 
It sure is. But that’s just what you would expect 
of America’s most home-conscious families. Home 
improvement is a major interest of American Home Comb 
readers, and, naturally, they have an unusually long list bringi 
of household needs. When wartime restrictions are Fine 


eased, they will literally go to town for all types 
of electrical equipment—from irons to refrigerators, 
from washing machines to electric clocks. 





TRILMONT Heater 


Trilmont Mtg. Co., Walnut St. at 24th, 
Philadelphia, 3, Pa. 





Device: Portable safety heater, etc. 

Selling Features: Operates on new 
principal—produces “Black Heat” 
from non-radiant coils .with large 
surfaces ;—without glowing, the coils 
diffuse a steady flow of moderate 
heat; between enameled sides an 
interior air space keeps perforated 
grills of sides and ends always cool; 
all steel construction spot-welded— 
nothing to rattle or get loose; non- 
glow feature increases safety. 

Weighs 19 Ibs; 1200 watts, 120 

volts a.c. or d.c. 


Price: $33.00 
Electrical Merchandising, April, 1945 


> one 
TELECHRON Motor 
Warren Telechron Co., Ashland, Mass. 


Boy, that’s great news for 
electrical equipment dealers ! 









Right you are! Thousands of electrical equipment 
dealers throughout the country will benefit from the 
pent-up demand of American Home families 

for new household equipment. For when Peace 
comes, these families will be the busiest 

shoppers in America. 























Device: Enclosed timing and control 
. . motor with terminal shaft speed of! 

For postwar Electrical Equipment one revolution per br. | 
Selling Features: Has an input rating 

= ; of 2 watts and can be furnished in 
other speeds up to and including 6 

business, there S$ no place like revs. per hr; special oil gland built 
into terminal shaft bearing extends 
life greatly; terminal shaft is con- 


Gi centric with outer case of motor. 
Ye MERICAN TOME A companion model has also been 
developed with a terminal shaft 
speed of 3 rph; can also be furnished 
at speeds of from 3 rph to 6 rph. 


} Electrical Merchandising, April, 1945 
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Automatic Coal Burning has been given a tremendous impetus 
by wartime curtailments and limitations on other fuels. 

Every survey proves that people have the money and incli- 
nation to buy home comfort devices as never before—after the 
war. And no device contributes more to home comfort and 
efficiency than the Combustioneer Automatic Coal Stoker. 

Combustioneer’s outstanding features of design and con- 
struction have been accredited by thousands of installations 
in home, business places and industrial plants. 


The Economical, Automatic Home Heating System 


Combustioneer Domestic Models are 
bringing the luxury of automatic heat 
to hundreds of thousands of homes 
through automatically controlled uni- 






ELECTRICAL MERCHANDISING—APRIL, 


form temperatures, around the clock, 
without smoke or dirt; and so much 
more heat for the money that Combus- 
tioneer actually pays for itself. 


£945 


Combustioneer 
is RIGHT on Every Count 


for IMMEDIATE 
and FUTURE Sales! 


Commercial Models Are In Demand for 
Factories, and Public and Private Buildings 


Combustioneer dealers are selling 
industrial plants, business establish- 
ments, commercial buildings, schools 
and institutions, the dollar saving 
services of Combustioneer in drastically 







reducing fuel cost, increasing the output 
of existing boilers and maintaining 
closely held temperatures automatically 
with less labor and supervision time. 
Combustioneer quickly pays for itself. 





Learn Why Combustioneer Is First Choice 
For Immediate and Future Sales 


You are entitled to all the facts about 
Combustioneer’s 28 years of continu- 
ing design, engineering and manu- 
facturing leadership. You should know 
how it is precision-made completely in 
one modern plant. You will want to get 
the evidence of Combustioneer’s de- 









4 


AUTOMATIC COAL BURNER 


THE STEEL PRODUCTS ENGINEERING CO. 
1200 W. COLUMBIA ST. 


pendability as proved by the statements 
of users everywhere. You can get all 
these facts and more, by asking for 
complete details about a franchise 
which offers you a product that fits like 
a glove into your postwar merchandis- 
ing picture. Write or wire today. 


SPRINGFIELD, OHIO 








KEEP ON BUYING WAR BONDS 
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All Dexter Dealers know that our Government will 
release Washing Machine production for civilian 
use just as soon as it is sure such action will not 
interfere with the war effort. But, as long as the 
Army and Navy need our facilities — we will con- 
tinue the production of precision war materials. 






















When restrictions are lifted, Dexter will be ready 
with the first to resume full scale Washer produc- 
tion and furnish YOU with the finest quality . . . 
most salable line of Washing Machines we have 
ever built. This Dexter line will be backed by a real 
sales and merchandising program so that you will 
be prepared to meet whatever Washer problems 
may lie ahead. 


TER COMP: 
FAIRFIELD, 1OWA 


MAKERS OF THE FAMOUS DEXTER TWIN TUB AND 


SINGLE TUB WASHERS FOR HALF A CENTURY 

















NEW LITERATURE 





Easy Washing Machine Corp. 


As a part of a program to keep its 
distributors and dealers alerted to the 
post-war prospects of home laundry 
equipment, Easy Washing Machine 
Corp. has released a new booklet, 
“What Can Easy Offer You That No 
One Else Can?” which reviews the 
company’s product and program rec- 
ord of the past and features timely 
statements of management on its 
peacetime intentions, as well as a mes- 
sage from Easy’s divisional managers 
that wartime restrictions have not im- 
paired studies of the dealer’s post-war 
merchandising problems. The brochure 
was sent to over 8000 dealers, distrib- 
utors and foreign accounts. 


Electronics Corp. of America 


As a contribution to constructive 
thinking that is being given to post- 
war problems, Electronics Corp. of 
America, 45 W. 18th St., New York, 
N. Y., issued a booklet recently en- 
titled “A Plan for America at Peace.” 
Prepared by a group of economists and 
writers who have wrestled with this 
subject for many months, the plan is 
presented in a 44-page booklet, docu- 
mented with color charts and graphs. 


General Electric Co. 


“Electricity and One Man’s Farm” 
is the title of a new bulletin issued by 
General Electric Co., which is being 
given a relatively limited distributon 
to REA superintendents. It tells the 
story of how electric equipment helped 
make a farm prosperous. 


Edwin F. Guth Co. 


\ new 4-page illustrated bulletin 
entitled “Guth Germ-Killing Lights 
For Personal Protection” has been 
issued by the Edwin F. Guth Co., St. 
Louis, Mo. It describes air disinfec- 
tion via electronics with illustrations 
of the various fixtures. 


The Magnavox Co. 


The Magnavox Co., Fort Wayne, 
Ind. recently issued a new booklet, 
“Music—A Priceless Heritage,” writ- 
ten by Sigmund Spaeth, a discussion 
of the enjoyment and understanding of 
music and its philosophy, for both 
young and old beginners. It is avail- 
able free at any Magnavox dealer’s 
store, or can be obtained by sending 
10¢ in war stamps direct to the Mag- 
navox Co. 


John Meck Industries 


\ new 16 page brochure called “The 
Line Dealers Designed” containing il- 
lustrations and descriptions of post- 
war radio designs and a plan for dis- 
tributing and selling radios through 
radio service and retail dealers has 
just been brought out by the John 
Meck Industries, Plymouth, Ind. The 
booklet was prepared following a na- 
tional survey of the appearance fea- 
tures future purchasers demand. 
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SPARTON PLANTS GETS “E" —Five 
Sparks-Withington Co. plants recently 
were presented an Army-Navy “E" in one 
impressive ceremony at Jackson, Mich. 
where Harry G. Sparks, Sparton presi- 
dent, made the acceptance speech for 
the management and workers after the 
award by Maj. Gen. William H. Harri- 





son, Chief of Signal Corps procurement. The Am 
ina he 

new as 

e bea 

F. E. Myers & Bros. Co. os 
Recently issued by the F. E. Myers § lias the 
& Bro. Co., Ashland, O. is their new ward t 
“H” Series “Ejecto” Water Systems B hind w 
Installation, Service and Parts Man- ital 
ual, a guide for Myers dealers and job- —s 
bers. spent 


Proctor Electric Co. 


“The Distributor Goes to Proctor” 
is the title of a new booklet Proctor is 
furnishing its distributors to acquaint 
them with policies and post-war plan- 
ning of the company. Three pages are 
devoted to pictures of the line, includ- 
ing some new products. A summation 
of Proctor’s distributor policy com- 
pletes the book. 





Stoker Mfgrs. Association 
“Simply 
describe 
Some id 


Stoker Manufacturers’ Association, 
307 N. Michigan Ave., Chicago, Ill, 
announces the release of the new SMA 
Stoker Technical Manual which sells 
for $1. a copy. The Association has 
prepared this material on the selection 
of stokers and boilers or furnaces for 
announces the release of the new SMA 
recommended practices and general 
engineering and technical data; a 
glossary of terms; stoker nomencla- 
ture; coal data; and other subjects re- 
lated to the stoker industry. 
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Sylvania Electric Products Inc. 


“Aids to War-time Servicing” is the 
title of a new manual issued by Syl- 
vania Electric Products Inc., Em- 
porum, Pa., to help radio servicemen 
during wartime tube shortages. The 
manual gives full information needed 
for the adaptation of available tubes to 
many different types of radio receivers 
which may otherwise become inopet- 
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IFE LINES 


to Retailers 





Grade-A prospects for electrical appliances and 
equipment you sell are the homeowners in 
your town. Of LIFE’s 22,000,000 readers, 52 
per cent are living in their own homes. There’s 
a strong probability that this same ratio holds 
for the LIFE readers in your own community. 
LIFE’s local impact is a potent influence on 
sales now in the making. 


urement 


The American urge to get humdrum chores done 
in a hurry, with a minimum of effort, is not 
new as this picture of an early version of the 
egg beater—from a February story in LIFE— 
so aptly shows. From such crude beginnings 
>. Myers § has the appliance industry grown. Looking for- 
neir new ward to the day when civilian goods of this 
Systems 
ts Man- 
and job- 


kind will again be ready to market, electrical 
household equipment manufacturers last year 
spent $1,240,726 in LIFE! 
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icy com . New material with freak properties is “bouncing it breaks into pieces when hit sharply. With no 
‘ . putty.” It rebounds like a rubber ball, as the young 








known use yet, “bouncing putty” is something new 


lady demonstrates in this picture from a recent _for inventors to put to work...and every week 
LIFE article. Yet, it can be modeled like clay,and 22,000,000 people read LIFE to learn What’s New. 


ssociation, “Simply colossal” is hardly a clarifving way to 
cago, Ill, Bdescribe LIFE’s 22,000,000 weekly audience. 


ew SMA Some idea of how many 22,000,000 readers are | - 7 has Mm r r ad if V r 
hich sells Bean be had in other ways, however. For in- 
iation has is Si cee aie tl gt 
selection panes there are enough LIFE readers « very 
rnaces for meek to fill every movie house in the U.S. to 2 
new SMA §apacity—twice! Or—another eye-opener— 
general BLIFE reaches almost as many people as you 0 er ma azine 
SS | Spree eat : 5 ses 
. ; mld contact by ringing every one of the 
nomencla- 


tbjects re- telephone subscribers in the United States. 


Do men have a sizable say-so in deciding the | rh 
make of electrical appliances to be bought? [ a a | 
According to a recent survey, men have some 
voice in the decision in about 55 per cent of the 
purchases of refrigerators, washing machines, 
, @acuum cleaners, and irons. Women have a 
servicemen § . 
ages. The Pee in more than 80 per cent of such pur- 
ion needed FPhases. Because LIFE has the largest whole- 
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SIGNAL ELECTRIC MFG. CO. 


Offices in Principal Cities 
















APEX CLEANER HELPS WRAP PACKAGES!—The application of a cleaner to 
withdraw air from war packages going to all parts of the world is not new, but 
the special sealing method used with the cleaner by Apex Electrical Mfg. Co., 
is an asset. Special sealer consists of a heating element inserted on two sides of 
vise-like clamp, air is withdrawn from package by Apex cylinder cleaner and then 
the heat is applied and the seal quickly and effectively made. Apex has saved 
over 200% packaging time since this idea was introduced. 




















No New York Edison Merchandising 


For First Two Post-War Years 


For a period of at least two years 
after the war’s end, Consolidated Edi- 
son Co., of N. Y. Inc., will not resume 
their merchandising campaigns, ac- 
cording to L. A. Scofield, general 
sales manager of Consolidated, in an 
address before the members of the in- 
dustry Program Committee of the 
Electrical & Gas Association of N. Y. 
recently. 

Mr. Scofield, who is chairman of 
the Industry Program Committee, said 
“it is impossible at this time to pre 
sent a statement concerning definite 
plans, but you are entitled to know 
what and how we are thinking.” He 
outlined the following policies for his 
company : 

“Now as to the appliance and mer- 
chandising field, our judgment indi- 
cates that for at least two years after 
the war’s end the problem will be to 
see that the New York market gets its 
proper share of the nation’s production 
of electric and gas devices. 

“In view of this situation, there ap- 
pears no need on the part of the utility 
company during this period to cam- 
paign so-called commodity items. 

“We feel that the interests of the 
industry and our customers can best be 
served by the broadest distribution of 
appliances. 

“We believe that manufacturers and 
listributors should give prime consid- 
eration in selecting dealer outlets to 
the dealer’s ability to render prompt 
and efficient neighborhood service of 
the equipment he sells. 

“We expect that there will be many 
new uses for our utility service, new 
devices and new applications. Obvi- 
ously there will be unique methods of 
merchandising employed by some of 
the larger and the newer members of 
our industry. It is our intention to 
cooperate fully with them on the 
merits of each proposition to the end 
that maximum customer acceptance be 
obtained. 

“We, in the utility end of this in- 
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dustry must ever be mindful of ou 
obligation to the ultimate customer 
our employes and our stockholders 
We expect many constructive ap- 
proaches to be made to us by thé 
industry, and we certainly realize our 
responsibility as an associate in this 
industry. If and when changes in our 
merchandising sales promotion policies 
are made, we will discuss them freely 
It is hoped that the same views wil 
be held by others who participate in 
this industry insofar as their affairs 
have to do with the utility companies 





Toledo Council Rejects 
Refrigeration Ordinance 


The City Council of Toledo, O. has 
rejected, seven to one, a proposed ordi 
nance for examination and registration 
of all domestic and commercial re- 
frigeration service engineers, and 
registration of all refrigeration sales 
and service organizations and bus'- 
nesses in Toledo, O. The measure 
was sponsored by the Society of Re- 
frigerator Service Engineers. Objec- 
tions to the measure were made by 
R. A. Gerlinger, of the Gerlinger 
Equipment Co., representing the whol 
sale mechanically operated refrigera 
tor distributors. These distributors 
said the proposed measure went to 
far, affecting domestic refrigerators 
too, and suggested that before the 
measure was voted upon, a committe¢ 
be named by the mayor to prepa 
code affecting the installation 
servicing of refrigerators. Members 
of the Toledo Retail Merchants’ Ass 
ciation, representing numerous retail 
appliance dealers, also objected to th 
proposal. H. C. Colwell, president 
pointed out that domestic refrigerators 
do not require any installation « 
than plugging into an electrical out!et 
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EVAPORATIVE 
AIR COOLERS 





PROPELLER FANS 





Fan Type 


CIRCULATING HEATERS FORCED AIR FURNACES 








With the complete UTILITY line of air cooling, ven- 
tilating and heating equipment, you will have profit- 
able sales all through the year. Let us show you the 
advantages of handling all these appliances from 


one dependable source. 


TILI ty 
eta i ay gap 


4851 S. Alameda Street « Los Angeles 11, California 
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TO HANDLE BENDIX RADIO—The appointment of Lehr Distributors for the greater 
New York area recently was announced by Leonard Truesdell, general manager for 
home radio, Bendix Radio Division of Bendix Aviation Corp. Above, seated, are 
Truesdell, left, and Ben Lehr, treasurer of the distributing company, while standing 
are Jack Dalton, special sales representative for Bendix Radio Division, Paul Lipp- 
mann, sales manager for Lehr, and Harry Lehr, president of the New York concern. 








DISTRIBUTORS APPOINTED 








Admiral Corp. 


Ross D. Siragusa, president ef Ad- 
miral Corp., Chicago, announces the 
appointment of the following distribu- 
tors to handle Admiral radios, refrig- 
erators, electric ranges, and home 
freezers in their territories. With 
this announcement, Mr. Siragusa said 
\dmiral has completed 98 percent of 
its distributorship for the U. S.: 


R. H. Kyle Co., Charleston, W. Va. 

Baltimore Gas Light Co., Baltimore, Md. 

Peaslee-Gaulbert Corp., Dallas, Texas 

Paxton & Gallagher Co., Omaha, Neb. 

L. C. Lippert Co., Sioux Falls, S. Dakota 

Herbert H. Horn, Los Angeles, Calif. 

Appliance Distributors, Inc., Portland, 
Maine 

Northwest Supply Co.. Butte, Mont. 

Havre Jobbing Co., Havre, Mont. 

Auto Parts Service, La Crosse, Wis. 

J. A. Fleck Co., Fargo, N. D. 

Edwards Supply Co., Lubbock, Texas 

Mascon Distributors, Inc., Springfield, 
Mass. 


Apex Electrical Mfg. Co. 


A. C. Scott, vice-president in charge 
of sales of the Apex Electrical Mfg. 
Co., has announced the appointment of 
two new distributors to handle the 
complete Apex line of washing ma- 
chines, ironers and vacuum cleaners: 


Georgia Appliance Co., Atlanta, Ga. 
The Cate-McLaurin Co., Columbia, S. C. 


Ben-Hur Mfg. Co. 


Nine new distributors were recently 
appointed by the Ben-Hur Mfg. Co., 
Milwaukee, Wis. for their post-war 
line of “Ben-Hur” farm and home 
freezers: 


Canfield Supply Co., Kingston, N. Y. 

J. Geo. Fischer & Sons, Inc., Saginaw, 
Mich. 

Gould-Farmer Co., Inc., Syracuse, N. Y. 

F. C. Hayer Co., Inc., Minneapolis, Minn. 

Mead Farm Equipment Co., Omaha, Neb. 

Morley Bros., Saginaw, Mich, 

R. M. Wade & Co., Portland, Ore. 

Youngstown Equipment Co., Boston, Mass. 

The York Supply Co., Dayton, O. 


Bendix Radio Div., 
Bendix Aviation Corp. 


Leonard C. Truesdell, general sales 
manager for home radio, Bendix Ra- 
dio Div. of Bendix Aviation Corp., 
announces the following new distribu- 
tor appointments : 


Lehr Ditributors, New York City 

Graybar Electric Co., Chattanooga, Tenn. 
and Birmingham, Ala., San Francisco 
Calif. 

D. K. Baxter Co., Sioux City, lowa. 

General Utilities Distributors, Inc., Mil- 
waukee, Wis. 

Republic Distributing Co. of Providence 
Providence, R. I. 

Texas Wholesalers, Dallas, Texas 

Thiele-Winslow Co . San Antonia 

Electric Household Distributing Co. 
Portland, Ore. 

The Stratton-Warren Hdw. Co., Memphis 
Tenn. 

McDaid's Electrical Supply, Charleston 
$s. C. 

The Lighting Fixture & Elect. Supply Co., 
Inc., New Orleans, La. 

K. K. Co., Inc., Omaha, Neb. 


The Crosley Corp. 


John W. De Lind,,Jr., director oi 
exports, Crosley Corp., Cincinnati, O. 
has announced two export representa- 
tives ‘for Crosley products, as follows: 


Lindesteves, Inc., New York, to act as ex 
clusive distributor for all Crosley prod- 
ucts throughout the Netherland East 
Indies. 

Importadora del Norte, S. A., as co- 
distributor for Crosley refrigeration 
products in Monterrey, Mexico, and 
adjacent territory. 


Electromaster, Inc. 


Appointment of a new distributor 
for the Louisiana, southern and central 
Mississippi territory was recently an- 
nounced by Gerald Hulett, vice-presi- 
dent of Electromaster, Inc., Detroit, 
Mich., for Electromaster ranges and 
water hearters: 


Higgins Industries, Inc., New Orleans, Le. 
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Cut Yourself a 








“Buy your new radio from 
Your Radio Dealer”—that 
is the theme of MECK ad- 


vertising to your customers 


—appearing in Liberty. 






-- guarantee delivery on your 
first radio requirements 


Your biggest postwar problem is—deliveries. Here is a sales plan 
that answers that problem by guaranteeing deliveries. 

An organized sales and distribution plan makes it possible for you 
to depend on your share of the finest radios available immediately 
after civilian set production starts. 

Meck Radios will be sales leaders, year in and year out—from the 
start. You can now reserve a section of my production line, get your 
share of the first radio shipments, and stop worrying. 


Ask your Parts Jobber today or write 
JOHN MECK INDUSTRIES, Inc., PLYMOUTH, INDIANA 


SY: peck 
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“Anything to keep him happy 
till he gets his SESSIONS Clock!” 


O need to tell you how great the demand for Sessions Clocks is 
today! You're in a position to size up this demand better than 
anyone else. ° 

But just you wait! 

Wait till the new line of Sessions Self-Starting Electric Clocks appears 
on your shelves. It will dazzle you with everything from popular-priced 
alarm and household clocks to swank, suavely-styled Westminster 
Chime models. 

Wait till Sessions’ postwar national advertising and merchandising 
campaigns start “telling the world” about this new line-up. 

You'll see a demand for Sessions Clocks that beggars anything you've 
ever experienced . . . that will put more clock profits in your pocket than 


you can shake a stick at! The Sessions Clock Company, Forestville, Conn. 


y 7 
essions (locks 


"The House of Westminster Chimes” 


y wa 4 
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WINNIPEG-HYDRO ELECTRIC'S NEW SHOWROOM—Anticipating post-war appli- 


ance business, the City of Winnipeg Hydro Electric System opened its new modern- 
ized showrooms recently, according to J. W. Sanger, manager of City Hydro. The 
exterior of the new store is designed to attract passers-by, and the interior to make 


the buyer feel at ease. 


Offices and workrooms which form an important part of a 
sales organization have been kept at the rear, adjacent to the sales floor. 


Display 


alcoves showing individual pieces of merchandise extend ‘all down one side of the 


store. 
kitchen is at far end of the room. 


The other side has show cases and counter for smaller articles. 


A model 





DISTRIBUTORS APPOINTED 





Estate Stove Co. 


A new distributor for the eastern 
section of Nebraska and southwestern 
Iowa has been appointed for Estate 
Heatrola, according to S. C. Bern- 
hardt, vice-president* in charge of 
sales : 


The General Appliance Co., Omaha, Neb. 


Galvin Mfg. Corp. 


W. H. Kelley, general sales man- 
ager, Galvin Mfg. Corp., announces 
the appointment of a distributor for 
the complete line of Motorola home, 
car, outdoor and farm radios in El 
Paso territory : 


Oakes Battery & Electric Co., El Paso, 
Texas. 


P. A. Geier Co. 


Announcement has just been made 
by the P. A. Geier Co., Cleveland, O. 
manufacturers of Royal vacuum clean- 
ers, of the appointment of a new Royal 
distributor : 


Bryant and Trimble, Inc., Chattanooga, 
Tenn. 


Lindemann & Hoverson Co. 


The A, J. Lindemann & Hoverson 
Co., Milwaukee, Wis., announces the 
appointment of the following distribu- 
tors for their electric and gas ranges: 


Appliance Wholesalers, Newark, N. J. 

Cabell Electric Co., Jackson, Miss. 

Cloud Bros., South Bend, Ind. 

Commonwealth Sales Corp., Richmond, 
Va. 

Coleman Supply Co., Martinville, Va. 

Graves Electric Supply Co., Greenville, 
Ss. C. 

Johnson Electric Supply Co., Cincin- 
nati, O. . . 

Monroe Hardware Co., New Orleans, La. 

Chas. B. Scott Co., Scranton, Pa. 

Stratton & Terstegge, Louisville, Ky. 
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Yonts Radio & Appliance Co. Inc., Day- 
ton, O. 

P. A. Carpenter & Son, Columbus, Ohio 
(electric only). 


Olympic Div. 
Hamilton Radio Corp. 


Distributor appointments for Olym- 
pic radio and television were an- 
nounced recently by Jack F. Crossin, 
director of sales for Hamilton Radio 
Corp., New York City: 


Economy Electric Supply Co., Atlanta, Ga. 
Cardinal Distributors Inc., St. Louis, Mo. 
Risley-Leete Co., New Haven, Conn. 
Butler Bros., Chicago, Ill., and Minne- 
apolis, Minn. 
Electric Products Inc., Pittsburgh, Pa. 
Monarch Sales Co., Indianapolis, Ind. 
Cayot-Wellman Co., Cheyenne, Wyo. 


Philco Corp. 


Appointment of a 
Philco products in 
Jersey and Staten 


distributor of 
northern New 
Island was an- 





THOMAS A. O'LOUGHLIN 


nounced recently by Joseph R. McCoy, 
Atlantic Division manager of Philco 
Corp.: 


T. A. O'Loughlin & Co., Newark, N. J. 
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THERE WILL BE a great demand for radio sets—regardless 


of make—in the first months of the postwar period. 


As soon, however, as this immediate business is taken care of, 
A the public will return to its customary buying habits and demand 


the best-known, trade-marked, nationally advertised sets, as 


























always. 


* 
Friend ly See what happened following the first World War. In the 


period betwé@n 1922 and 1929, 886 separate and distinct lines 





of trade-marked radio receiving sets were put on the market, 


r appli- 
aid = _ a = F 
—" Wie fs s% | ‘a according to authoritative figures. 742 of them are out of busi- 
© make G& ness today! 
rt of a 
Display D ; ; ° ; F ; = 
ealers who spent their money and their efforts on these 742 
of the TO RADIO P : .r. 
model lines probably were exceedingly sorry, in most instances! 
. 
iis DISTRIBUTORS AND As for Stewart-Warner (a $50,000,000 institution which, 


records show, has spent over $25,000,000 in advertising), we 


DEALERS FROM 


intend to occupy a leading position in the radio industry, as we 


. 
have done continuously for more than 20 years. 


—— Stewart-Warner 


Since Pearl Harbor, we have devoted our large production 





ms Obie facilities entirely to radar, radio and communications equipment 
for our armed services. 
Wh During the course of this work, we have developed many 
Olym- ’, new and interesting features which can 
rossin, and will be incorporated in our post- 
1 Radio war sets. 
a Oo ° However, the point of this message 
onn. is a word of caution to all our friends in 
ome the radio distributing field. 
. 
in. If you can’t get the postwar franchise 
you want from Stewart-Warner, tie up 
with a substantial, well-known, experi- 
ne ol _ enced radio manufacturer who believes 
yas an- in advertising, and who has a proved 
record of performance behind him. 
Business in the postwar era will, no 
doubt, be good—for the man who exer- 
cises caution and good judgment now. 
- Senior Vice President 
LIN 
McCoy, 
f Philco 
STEWART-WARNER CORPORATION CHICAGO 14, ILLINOIS 
s et ° 
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YOU “shed 
FOR IT--- / 


AND HERE IT IS e 


xt Moderu 
Fast-Selling Low- Priced 


Paragon 
ey NONE BETTER 


WS DELUXE KITCHEN 
CABINET SINK 








































The VICKERSWOOD 443 


This 43” x 25" x 36", two-door, deluxe wood undersink cabinet 
unit, finished with high gloss white paint, comes completely 





DISTRIBUTORS APPOINTED 





Sentinel Radio Corp. 


Sentinel Radio Corp., Evanston, II1., 
announces the following distributors: 


Henkle & Joyce Hardware Co., Lincoln, 
Neb. 

All-State Distributing Co., Omaha, Neb 

Wright & Wilhelmy Co., Omaha, Neb. 

Eastern Electric Supply Co., Newark, N. J. 

Sanford Electronic Appliance Co. Inc., 
New York City 

Goler Electric Supply Corp., Yonkers, 
N. Y. 

Canfield Supply Co., Kingston, N. Y. 

Hinsdill Electric Co., Troy, N. Y. 

Vaeth Electric Co., Utica, N. Y. 

Allison-Erwin Co., Goldsboro, N. C. 

Pendleton and Co., Shelby, N. C. 

Spetnagel Hardware Co., Chillicothe, 
Ohio. 

George Worthington Co., Cleveland, O. 

F. O. Carpenter & Son, Columbus, O. 

American Light Co., Inc., Zanesville, Ohio 

Southern Sales Co., Oklahoma City, Okla. 

Royal Wholesale Co., Allentown, Pa. 

Electric Appliance Distributors, Altoona, 
Pa. 

Excelsior Radio Co., Harrisburg, Pa. 

Elliott-Lewis Electric Co. Inc., Philadel- 
phia, Pa. 

Doubleday-Hill Electric Co., Pittsburgh, 
Pa. 

George Gerber Co., Providence, R. |. 

Jackson Hardware Co., Aberdeen, S. D. 

Larson Hardware Co., Sioux Falls, S. D. 

C. M. McClung & Co., Knoxville, Tenn. 

Mississippi Valley Furniture Co., Mem- 
phis, Tennessee 

Stratton-Warren Hardware Co., Memphis, 
Tennessee 

Stratton-Warren Sales. Co., Memphis, 
Tenn. 

H. G. Lipscomb & Co., Nashville, Tenn. 

Schoellkopf Co., Dallas, Texas 

Wadel-Connally Hardware Co., Tyler, 
Texas 

Corpus Christi Hardware Co., Corpus 
Christi, Texas 

Richmond Hardware Co., Richmond, Va. 

Seattle Radio Supply Inc., Seattle, Wash. 

Satterfield Radio Supply, Madison, Wis. 

John Pritzlaff Hardware Co., Milwaukee, 
Wis. 


Southern Equipment Co., San Antonio, 
Texas 

The Southwestern Co., Inc., Dallas, Texas 

The B. K. Sweeney Electrical Co., Denver, 
Colo. 

The Tri-State Distributing Corp., Cincin- 
nati, Ohio 

Walther Brothers Co., New Orleans, La. 

Watts Co., Birmingham, Ala. 

Wood & B , Inc., Memphis, 
Tenn. 


Youngstown Kitchens, 
Mullins Mfg. Corp. 


Youngstown Kitchens, Mullins Mig. 
Corp., announces the franchising of an 
additional group of distributors. In 
the first list are those who sold 
Youngstown Kitchens before the war. 
In the second group are those new to 
the Youngstown picture: 


Arnold Wholesale Corp., Cleveland, O. 

Auto Equipment Co., Denver, Colo. 

W. H. Bintz, Co., Salt Lake City, Uteh. 

Bohman-Warne, Inc., Hagerstown, Md. 

Columbia Wholesalers, Inc., Washington, 
D. C. 

Moore-Handley Hardware Co., Birming- 
ham, Ala. 

Peirce-Phelps, Inc., Philadelphia, Pa. 

Roanoke Wholesalers, Roanoke, Va. . 

Sampson Electric Co., Chicago, Ill. 

Townley Metal & Hardware Co., Kansas 
City, Mo. 

Jos. M. Zamoiski Co., Baltimore, Md. 

House-Hasson Hardware Co., Knoxville, 
Tenn. 





Second group of Youngstown: 


Gough Industries, Inc., Los Angeles, Calif. 

McGregor's Inc., Memphis, Tenn. 

Allison-Erwin Co., Charlotte, N. C. 

Florida Radio & Appliance Corp., Miami, 
Fla. 

Interstate Electric Co., New Orleans, La. 

McWhorter, Weavas & Co., Nashville, 
Tenn. 

Marshall Wells Co., Billings, Mont., Du- 
luth, Minn., Spokane, Wash., Portland, 
Ore. 

Chas. S. Martin Distributing Co., At- 
lanta, Ga. 

Standard Equipment Co., Phoenix, Ariz. 

Wright & Wilhelmy Co., Omaha, Neb. 













equipped with stainless steel bound linoleum top, also drilling 
that either a wall or deck type faucet may be used by merely 
cutting through the necessary holes. 

An 18" x 20” vitreous China sink, complete with mastic and 
cleats for attaching to counter-top, faucet and flat-type strainer 
go to make up this ensemble. 

Available in black or red marble linoleum tops. 


COME AND GET IT-- 
ORDERS SHIPPED IN ROTATION RECEIVED 


DON'T DELAY— 
DO IT TODAY! 





Paragon Utilities Corp., 50 Van Dam St., Brooklyn 22, N. Y. 


GENTLEMEN: 


os BP ere VICKERSWOOD UNITS. 
CONFIRMATION AND SHIPPING INSTRUCTIONS TO FOLLOW RECEIPT 
OF PRICE SET UP. 

NAME ? 


ADDRESS 








(eR Se SSR eSeeeeeeeseeesees 

















Stromberg-Carlson Co. 


The Stromberg-Carlson Co., ap- 
pointed the following distributors for 
its post-war radio, FM and television 
receivers recently, according to Clif- 
ford J. Hunt, manager of radio sales: 


Schiffer Distributing Co., Atlanta, Ga. 

The Better Home Products, Inc., Roches- 
ter, Tenn. 

Tri-State Supply Co., Chattanooga, Tenn. 


Waters Conley Co. 


Waters Conley Co., of Rochester, 
Minn., manufacturers of portable 
phonographs announces the appoint- 
ment of twelve more distributors for 
their Phonola line: 


The Artophone Corp., St. Louis, Mo. 

Crumpacker- Covington Co., Houston, 
Texas 

Federal Distributing Co., Kansas City, 
Mo. 

Miller-Jackson Co., Oklahoma City, Okla. 

Omaha Appliance Co., Omaha, Nebr. 
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GUEST SPEAKER—A salute to the ne- 
tion's electrical manufacturers—'The In- 
dustry that serves all industry"—was « 
high-light of the Union Pacific Railroad's 
program “Your America,” when George 
B. Cumming, general secretary of NEMA 
shared honors recently with Grace Mo- 
terman, soprano, as guest speaker. 
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“If you could have your choice, 











which washer would you choose?” 


WHEN ASKED that question in recent, impartial 
surveys, women answered: “Maytag — more than 7 


to | over any other make! 


These independent surveys were made by a large 
newspaper in big cities and small over an area 
of a number of states and by a widely-read 
national weekly publication. 
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Maytag did not participate in any way. 

To Maytag dealers, such outstanding consumer 
preference will not seem unusual. For Maytag 
for years has been the leader of the washer 
industry by a wide margin. And, consistent with 
this record, Maytag dealers, locally, have 
long been away out in front in sales. 


yo Ma la 


1945 











Mrs. Jones, 


To other dealers, the 7 to 1 Maytag preference 
points the way to a post-war affiliation of 
great profit. On this account, we suggest that you 
get in touch with us if there is no Maytag 


dealer in your community. 


THE MAYTAG COMPANY, NEWTON, IOWA 
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Gambill Building, Nashville 3, Tennessee 


























UNIVERSAL INTRODUCES "MODERNEERING"—Universal's director of promotion 
and publicity, W. J. (Bill) Cashman discusses Landers, Frary & Clark's new “mod- 


erneering” store planning program with representatives of manufacturers cooperating 


with Universal on store modernization. 


Left to right: W. J. Cashman (standing) 


Charles Goddard, Sylvania Electric Products Inc., Gene Stephenson, Congoleum-Nairn 
Inc.; Richard M. Bennett, professor of design, Yale University, Arthur P. Green, 
The Celotex Corp.; S. E. Eaton, Sylvania, and Rowland E. Baird, Landers, Frary & Clark. 


Appliance design and production 
plans of Landers, Frary & Clark, New 
Britain, Conn., were outlined by com- 
pany executives at a recent meeting in 
New York City at which G. C. Neece, 
vice-president in charge of sales, re- 
vealed that $4,000,000 is being spent 
to further Universal’s post-war manu- 
facturing and marketing program. 
W. J. Russell, vice-president in charge 
of engineering, and W. J. Cashman, 
director of promotion and publicity, 
also addressed the gathering of leading 
trade paper editors attending the 
meeting. 

Of the $4,000,000 to be spent, $1,- 
000,000 has been allocated to engi- 
neering and redesigning of the com- 
plete Universal line, which includes 
major and small appliances as well as 
non-electric housewares, it was de- 
clared. The balance is being spent for 
production improvement in new manu- 
facturing equipment, tools and dies to 
assure better Universal products in 
the post-war period with finer per- 
formance and greater operating effic- 
iency and economy. Reconversion is 
proceeding just as fast as Universal’s 
full wartime production schedules 
allow. 


New Products 


Disclosing for the first time the 
products which it is preparing to 
manufacture after the war, Universal 
executives stated that some of these 
already are in an advanced engineering 
stage. In the belief that automatic 
washers, dishwashers, electric blankets 
and pressure cookers will play an 
important part in tomorrow’s market, 
the company will present to its dealers 
complete lines of these appliances in 
addition to prewar lines. 

The Universal post-war “home 
cleaning group” will include newly- 
designed motor driven agitator-type 
cleaners, tank cleaners, hand cleaners, 
floor polishers and carpet sweepers, 
each designed with an eye to the fu- 
ture. In the home laundry field, in 
addition to the automatic washer, 
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Universal Outlines Post-War 
Manufacturing, Marketing Program 


newly designed wringer-type washers 
will be included along with floor and 
table type ironers. A new line of 
electric ranges and water heaters with 
many advanced features, new designs 
and better construction will be pre- 
sented. Electric water heaters comple- 
menting the electric range will in- 
crease dealers opportunities for dual 
sale. 

In the small appliance field, Uni- 
versal will include a redesigned line 
of electric irons, coffeemakers, toast- 
ers, mixers, sandwich grills and 
waffle irons, a new automatic toaster, 
heating pads and portable stoves. Al- 
though Universal’s preparation is well 
under way, with engineering and pro- 
duction planning now in advanced 
stages, Mr. Neece cautioned dealers 
not to expect new goods when the 
green light is given. “The first pro- 
ducts released will be prewar models 
to speed merchandise to dealers,” he 
said. 

Stressing the importance of the Uni- 
versal program, Mr. Russell said: 
“The continued success of our com- 
pany, the electrical industry, and the 
future of our national economic and 
industrial structure depends greatly on 
our approach to two general problems: 

1. The production of electrical appli- 
ances at a cost that will extend the 
advantages and convenience of modern 
electricity to the greatest majority of 
American homes. 

2. “The progressive design of do- 
mestic equipment to meet the basic 
requirements of function, simplicity, 
and dependability of operation. 

“We have established a 7-point plat- 
form of design which every Universal 
product must meet, as follows: beauty 
utility, performance, reliability, econ- 
omy, durability, and price appeal,— 
designs that can be manufactured com- 
petitively.” 


Three-Point Program 


Pointing out that personnel will 
play an important part in Universal 
progress, Mr. Russell emphasized, 
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ait YOU'LL CASH IN QUICKER WITH Deepfreeze! 
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Uni- @ Because Deepfreeze is performance-proved in thousands of 


said: 
ys homes since 1938 ...NO UNTRIED POSTWAR EXPERIMENT. 
the 


a @ Because only Deepfreeze provides 100% primary freezing 


ly on 
wh surface ... NO FOOD DEHYDRATION. 
appli- 


a @ Because Deepfreeze national advertising, promotion and 


ty of publicity are selling for you NOW. 
tact @ BECAUSE MILLIONS WILL DEMAND THE NAME DEEPFREEZE 


basic 
icity, ON THE HOME FREEZER THEY BUY. 
plat- WRITE TODAY FOR INFORMATION REGARDING DEALER FRANCHISE IN YOUR TERRITORY. 


rersal RDE 
AWARDED 
eauty DETROIT PLANT 


=| Deenireeze 


TRADE MARK REG U.S. PAT. OFF. 


ONLY MOTOR PRODUCTS CAN MAKE A “DEEPFREEZE” 


Cartridge cases, airplane nose and tail gun turrets, blood desiccating 
units and industrial freezing equipment are among the war products 
that Motor Products Corporation is proud to be making to speed the 
day of victory. 














will 
' ] 
‘ized, MOTOR PRODUCTS CORPORATION 
Deepfreeze Division: 2463 Davis Street, North Chicago, Illinois Main Plant: Detroit, Michigan Canadian Plant: Walkerville, Ontario 
SING 
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Here ate some nen 


N® rHEY won't get sore if you ask them about postwar 
comforts. And specifically, about G-E Blankets (first au- 
tomatic electric blanket ever made, 55,000 already in use) ... 


As a matter of fact. they can hardly wait to sleep under 
G-E Blankets themselves. 


You see, all this time they've been wearing G-E “elec- 
trically-warm” flying suits—first cousin to the G-E Blanket. 


Obviously, practical wartime experience—and research— 
will lead to many new improvements after the war. In this 
case, to a new kind of sleeping comfort. 


The new and better blankets available after the war will 
open up a large new market. G.E. is already tapping that 
market for you with an extensive advertising campaign in 
Life, Good Housekeeping, House Beautiful, This Week, 


Atlantic Monthly and Harper's Magazine. 
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who can tell you 


about postwar sleep 





* 


Alert retailers will seize this opportunity to 
prepare for a bigger-than-ever postwar electric 
blanket business. General Electric Co., Appliance 
and Merchandise Department, Bridgeport, Conn, 
TUNE IN: “The C-E House Party.” every afternoon, 
Monday through Friday, 4 p. m., E.W.T., CBS. “The 
G-E All-Girl Orchestra,” Sunday, 10 p.m., E.W.T., 
NBC. “The World Today,” news, Monday through 
Friday, 6:45 p. m., E.W.T., CBS. 


FOR VICTORY— BUY AND HOLD WAR BONDS! 
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“Under the supervision of alert, 
efficient men, new production tech. 
niques have been introduced, new sys. 
tems to speed processing at lower costs 
have been installed, finer precision 
methods for developing mass produc. 
tion employed and efficiency acceler. 
ated.” 

In presenting Universal’s future 
promotion and advertising plans, Mr, 
Cashman emphasized a_ three-point 
program. 


1. Easy fo help the consumer to plan now 
for Better Living ang make an eay 
choice of Universal products thru the 
dealer. 

. To show the distributor and dealer how 
universal is preparing its manufactur. 
ing and marketing program. 

. To help the dealer prepare his physical 

structure and organization. 
National advertising in 16 leading 
publications will include 50,000,00 
four color messages emphasi.ing the 
basic formula of the “U Plan.” A 
two-color, 20-page consumer booklet, 
“How to Plan Now for Better Liy- 
ing,” will offer many helpful planning 
suggestions to customers thinking of 
new homes or modernization. The 
company also offers dealers a new ap- 
proach to store planning called “Mod- 
erneering.” 


N 


w 








TOM JOYCE LEAVES RCA—Tom Joyce, 
general manager of the Radio, Phono- 
graph & Television Dept. of RCA Victor 
Div. of Radio Corp. of America, Cem- 
den, N. J., announced his resignation - 
cently, after 23 years of service, Mr. 
Joyce will announce his future business 
plans soon. 








Canadian G-E Co. 
To Train Veterans 


In cooperation with the Department 
of Veterans Affairs, Canadian Gen- 
eral Electric Co. Ltd., is completing 
plans for training a limited number 
of men as electric appliance service 
mechanics upon their discharge from 
the armed forces. 

A program of courses has been de- 
vised by the engineering service de- 
partment of the CG-E that will pro- 
vide students with six months intensive 
training with pay. Training will in- 
clude four months shop, one month in 
the field, and a month in the office. 
Students will be given opportunity to 
take an additional three months train- 
ing in appliance installation and serv- 
icing of commercial refrigeration, air 
conditioning and oil burning equip- 
ment. 

A further short course is under con- 
sideration which will equip students 
for administrative positions in dealer 
organizations. While no guarantee of 
employment will be made, every en- 
deavor will be made to place qualified 
men. Applicants for training must be 
between 20 and 30 years old. 


of alert, 
10n tech. 
New sys- 
wer Costs 
Precision 
$ produc. 
f acceler. 


’s future 
lans, Mr 
ree-point 


» plan now 
® an 
s thre the 


Jealer how 


yanutactur. 
is physical 


6 leading 
50,000,000 
ieing the 
Nan.” A 

klet, 
tter Liy- 
planning 
inking of 
on. The 
| new ap- 
ed “Mod- 








om Joyce, 
o, Phono- 
SA Victor 
ica, Cam- 
nation - 
ice, Mr. 
» business 


partment 
ian Gen- 
ympleting 
. number 
e service 
rge from 


been ce- 
rvice de- 
will pro- 
intensive 
will in- 
month in 
he office. 
tunity to 
ths train- 
and serv- 
ation, air 
g equip- 


ader con- 
students 
in dealer 
rantee of 
very en- 
qualified 
must be 


ISING 


ELECTRICAL 




























But it’s Papa who goes shopping... 

- With milk, butter, eggs, meat, perishable produce to get to 
market . . . the Midwest farmer takes his light truck into town 
three or four times a week . . . buys machine parts, fertilizer, 
stock feed and medicines, house needs, groceries, toiletries, 
woman wants as well as his own. 

At purchase point more often than the farm woman, or even 
most city women, and buying for a farm factory as well as a 
family . . . the farmer is a better prospect for all kinds of 


advertising than most advertisers realize . .. And the farmer in 





the thirteen Heart states, New York and Pennsylvania—highest 
in farm investment, development, yield, cash income, income 
margin over expense, with peak savings of five good seasons, 
and pent-up demands of the war years—is the first advertising 
prospect in the whole national market. 

And SuccessFut FARMING, with more than 1,150,000 


successful farmer subscribers, is exclusive medium to much of 


this first farm market, deserves first consideration in any 


any SF office for current data, find out where you fit 
in the farm market . . . and where SF fits in your 

market futures ... SuccessFuL FARMING, 

Des Moines, New York, Chicago, Atlanta, 


San Francisco, Los Angeles... 








MERCHANDISING—APRIL, 1945 PAGE 149 











Everywhere... 


you can “look it Up 
in the Classified” 











Telephone Book. 


” 
my make of car. 


= tised brands.” 


advertised products? 


14 Year old campaign 
helps form national habit 


HE ad shown here is typical of a series reaching millions 
of telephone users, month after month — through 
American Home, Better Homes & Gardens, Collier’s, Satur- 
day Evening Post. 

This campaign, now in the fourteenth straight year, re- 
minds people of the real help they can get in the Classified 
section of Telephone Directories. 

That’s why more people than ever are referring to this 
popular guide. Today, they use it to find where to go “to 
make the old do until they can buy new.”’ Through it, also, they 
locate outlets for well-known branded products. 

It’s a national habit to look in the Classified. 

This campaign makes the habit more frequent. 





From people everywhere come 
eet ae a statements about 
the usefulness of the Classified 


“Found a repair man for my 
S make of vacuum cleaner. 


— “Found a service station for 


> “Found a beauty shop when 


» 
= J was ina strange town. 


W “Found where to buy adver- 


Yes, the Classified is handy every- 
where. Do you refer to it for buy- 
ing and servicing information on 








Note actual exomples, in the national 
magazine ad above, of how the Classified 
helps people. You could match these 
cases in your town too. * 











Liberalized Home 
Mortgages Urged 


A major change in_ residential 
mortgage provisions, designed to aid 
home owners in improving dwellings, 
was proposed in a statement issued 
recently by Irving W. Clark, chair- 
man of the Residential Committee of 
The Producers’ Council, national or- 
ganization of manufacturers of build- 
ing materials and equipment. 

“The change would enable a bor- 
rower to obtain supplementary loans 
for the purpose of modernizing or re- 
equipping his home without having to 
pay the high costs involved in com- 
plete refinancing of the mortgage, as 
is usually required at the present 
time,” Clark stated. “This expense 
often is substantial and prevents many 
home owners from keeping their prop- 
erties in sound, livable condition. 


Additional Advances 


“The use of mortgages which con- 
tain provision for occasional adii- 
tional advances under the existing first 
lien is now feasible in some communi- 
ties but is not general at present. Such 
mortgages would supply a_ highly 
desirable means of financing additional 
loans needed for costly major im- 
provements of types which add consid- 
erable value to the properties. 

“This method of financing would not 
be used except for more extensive 
home improvements, such as re-roof 
ing, installing new heating plants 
modernizing plumbing systems, con- 
structing garages, or building addi- 
tional rooms. For less costly repairs 
and maintenance, the borrower can 
rely on sound instalment financing 
which does not encumber his real 
estate. 

“This proposal is advanced by the 
Council in the belief that it will pro- 
mote home upkeep by removing the 
obstacle of high refinancing costs 
which tends to discourage families 
from undertaking major home im- 
provements.” 


Sees 60,000,000 
Radio Set Market 


A post-war market for 60,000,000 
home radio receivers—enough to keep 
the industry at peak production for 
six years—is anticipated by the West- 
inghouse Electric and Mfg. Co., ac- 
cording to the recent stockholders’ 
Quarterly report. 

Reporting on an extensive survey 
which influenced the company in its 
recent decision to re-enter the home 
radio field with a complete line of 
home radio and television receivers as 
soon as materials and manpower are 
available, the Quarterly lists these five 
factors expected to affect strongly the 
post-war market: 


1. Frequency Modulation (FM) radio 
will hasten total replacements by out- 
moding practically all sets now in use. 
2. The demand for radio-phonographs 
will increase the size of the market by 
increasing the average sale. 

3. Returning service men, establishing 
new homes will represent a huge new 
market. 

4. The surface has only been scratched 
in the market for extra sets to provide 
listening convenience throughout the 
home. 

5. A steady growth in home television is 
anticipated. 
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WOW-WIRE SPEAKS! 
















A thin, swift wire shimmers across the poles of 

e magnet. Magically, it is sound-impressed 

with music snatched from the air — the voices of 
° 








children — the words of a business conference 


In an instant — it j 
— it is playing back 
e 
tone and inflection. Clear True paring 
; . Faithful. 


Prompt os an echo = lasting as the metal of 
the wire itself. 


Whot is it? L 
’ Lear Wire Recordi 
ing. Modern r, 
e- 


cording — b 
rought to practi 
pract 
lear laboratories. ical usefulness in 


WA 


r the scratch 
record. ch and hiss 
Pret longer the mess ane of needle-on- 
LL) ; " USS 
on fallit achine cylinde Nol. — 
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ise Statem, 
or the i ents at Meetings 
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No longe 


See what Lear dealers are going to have to offer. 
Fine radios plus the Lear Wire Recorder—the 


newest contribution to complete home enter- 


tainment. 

This advertisement sets the stage. It tells the 
millions of people waiting for new radios that 
a new thrill will come with Lear Home Radios. 


They'll be anticipating the Lear Wire Recorder. 


be able to offer these 


If you would: like to 
rs, write for information 


radios to your custome 
on the Lear Franchise. 
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plores Lear Wi 
reR ; 
to you. ecording 


instead — office machines will record instru 
an take dictation, listen in on pi 
se a at home your radio will catch 
old hours of entertainment from favori 
programs. wad 


You can record, reproduce or erase at will 
— you ca - 
n re-use any reel any time 










eres po: - 
ig: e SS. Of 
Int resting? Th ssibilities are endle 
course you Il wont to know more! So send the 
coupon or write lear, Incorporated = for 
the fascinating booklet that explains and of 
ex 


— and its meaning 


1m CORPORATES, 


Want more information on Wire Recording? 


SRE nn 
' LEAR, Incorporated ° ° 
‘ Home Radio Sales Division, 230 East Ohio Street, Chicago 11, Ilinois. 

‘ 

H Gentlemen: 

‘ Please send me your free booklet on Wire Recording offered in Lear 

' national magazine advertising. 

' 

' 

H Firm a cae a a ee 
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THIS COMPLETE SALES PACKAGE 
Contains PROFITS for YOU 
, FUEL OIL SAVINGS for 


“U 


, Naps | Your Customers 















CUSTOMERS using Oil-Burn- 
ing Space Heaters, with their 








fuel oil in “short supply,” will 








appreciate your help in making 








their rations s-t-r-e-t-c-h! You 









































can do this for them by installing the A-P Thermostatic Tem- 
perature Control, designed for ALL Oil-Burning Space Heaters 
Model 240-DR or UR Manual Controls. 


using A-P 





SPREAD THE GOOD WORD — Tell all your space heater 
customers how A-P Thermostatic Control conserves their pre- 
cious fuel oil allotment — insures warmer, more even home 
Do this — for the sake of customer GOOD 
WILL as well as PROFITS! 


temperatu res. 


A COMPLETE SALES PACKAGE — the A-P Thermostatic 
Temperature Control Set includes an-Electric Conversion Top, 
accurate wall thermostat, transformer, wiring, staples, and full 
instructions. Easy to install—worth many times its cost in fuel 


savings — greater comfort. 


SEND FOR BULLETIN — and prices on A-P Thermostatic Heat 
Regulator Set No. 240-ED. 


AUTOMATIC PRODUCGS COMPANY 


2400 NORTH 32nd STREET ° MILWAUKEE 10, WISCONSIN 


OIL CONTROLS 

















WESCO MANAGERS VISIT BLOOMFIELD—District managers, branch managers 
and other Westinghouse Electric Supply Co. men met recently at the Lamp Divi- 
sion's Bloomfield plant, where they saw latest developments in lamps, lighting 
fixtures and electronic tubes and heard future plans for marketing these products. 
The all-day visit included an inspection of manufacturing facilities at Bloomfield. 





Fluorescent lamps, which have 
crossed the threshold of a compara- 
tively few American homes, will pro- 
vide about 40 percent of the lighting 
in homes built after the war, accord- 
ing to Miss Myrtle Fahsbender, di- 
rector of home lighting for the West 
inghouse Lamp Division, Bloomfield, 
N. J., in a talk before the Residence 
Lighting Forum of the New York 
section, Illuminating Engineering So 
ciety during which she illustrated 
some of the post-war lighting dreams 
which are beginning to come true. 
One reason for her anticipated in- 
creased acceptance of fluorescent 
lamps after the war, Miss Fahsbender 
said, is the fact that in addition to the 
standard tubes of light, there will be 
available circular and long thin fluor- 
escent tubes, both of which will fit 
into modern home lighting design. 


Slimline Lamps 


Slimline lamps, which will be 
offered in lengths up to eight feet and 
diameters one inch and less, tuck 
neatly over each tier of a wall book- 
case, Miss Fahsbender pointed out. 
These long slim lamps might lend 
themselves to valance lighting and 
other decorative elements, where less 
light per lineal foot of tube than is 
provided by the standard fluorescent 
lamps would be satisfactory. 

Working models of the circular and 
slimline tubes were shown. The 
doughnut-shape tubes will be of par- 
ticular value in the design of floor and 
table lamps, she pointed out, suggest- 
ing they could be used alone, such as 
a nest of four circular tubes in a floor 
lamp, or combined with incandescent 
bulbs. She illustrated this theme by 
demonstrating portable lamps equipped 
with experimental circular tubes. 

Another of the unique possibilities 
ahead for home lighting a dressing 
table triplicate mirror with built in 
fluorescent lighting was demonstrated. 
Standard 15-watt fluorescent tubes are 
mounted vertically behind frosted glass 
panels which connect the side mirrors 
with the center mirror. The tubes 
are positioned so that shadowless light 
is directed evenly upon the face from 
both sides of the mirror. 

Although acknowledging that fluo- 
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4O Percent of Home Lighting 
Seen Going to Fluorescent 


rescent lighting would not be a dom 
vant factor in existing homes because 
many persons are hesitant about rip 
ping out fixtures already installed and 
because decorative possibilities with 
lighting are limited in many existing 
homes, the lighting specialist esti 
mated that in the post-war era an 
average of two per cent of the existing 
28,000,000 American homes wired for 
electric will change three in- 
lighting fixtures to fluo 
rescent each year. 


service 


candescent 


2'/p Million Oil Burner 
Sales Seen in 5 Years 


Estimates of post-war oil burner 
sales by General Motors Corp. indi- 
cate a total of 2,432,720 domestic 
burners and units will be sold in the 
first five years after the war. The 
study was made by the research staff 
of their sales division at Detroit. 

Heating studies were made on the 
products of General Motors’ Delco 
\ppliance Division and cover gas- 
fired furnaces and bituminous stokers 
as well as domestic oil burners and 
units. By projecting a 10-year record 
of sales of all these products it was 
found that an average of 1,035,200 
pieces of this equipment would be sold 
in each post-war year, or 168 percent 
of the 1941 sales of gas furnaces, 
stokers and oil burners, which would 
be made up of a projected normal de 
mand for each year, plus a part of th 
pent-up demand that has gone unsatis 
fied during the war years. 

No attempt was made to distribut: 
the total over each of the post-wai 
years, but the average annual volum: 
is calculated to be as shown below: 


OIL 
Conversion Burners 243,272 


Boiler units ..... 91,098 
Furnace units .... 152,174 486,544 
GAS 
Warm Air units.. 183,230 183,230 
COAL 
Bituminous Stokers 365,426 365,426 
1,035,200 
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INCONEL Sheathed Heating Units? 
es @ Nothing, we are told, is impossible today... and tomor- 
ee row there may even be electric range-television combi- 

burner . 

». indi- TTT MMAALLLLLLLLLIIAULLUULLLLLLLLULULLLLLLLLLALULLLLLLLLLL LULL nations. siete 

omenatie = From all indications, however, it looks like range manu- 
in the facturers are going to keep both feet on the kitchen floor. 

; a = 6 BIG ADVANTAGES = They’re designing electric ranges that will be attrac- 

1 Sta = = ‘ 2 i 
t = #1 1 Unit = tive, modern, substantial... but they're not forgetting 
on the = aia ataaaattitt ii: = that the primary function of a range is cooking! 

Delco = . = Manufacturers need not be told that glistening, 
r gas- = TROUBLE-FREE— Built to last for the = t P k 1 but d. dabl 
Tar saa = lide of tiie canes. = streamlined appearance makes sales... but dependable, 
rs and a4 = economical performance keeps customers satisfied... 
record = es went coach, weep = builds their good-will and yours ...safeguards profit for 
oe " = _— = you as well as the manufacturer. 
sold = CAN'T SHORT CIRCUIT—Insulated ele- = That’s why, for example, Inconel Sheathed Heating 
ercent = ae oa enclosed ond hesmat- = Units will be used in tomorrow’s electric ranges. Not 
rnaces = a . = . ° P 
| om, = ically se: = new, not untried, Inconel Units have demonstrated their 
al de = CONVENIENT TO USE—and easy to = value by years of unfailing service under all conditions. 
of the = clean. = 
nsatis = re = 

, = SAFE—No live parts exposed. ~ THE INTERNATIONAL NICKEL COMPANY, INC. 
ribut: = _ ECONOMICAL—Transfer heat fast = = 67 WALL STREET NEW YORK 5, N. Y. 
st-wa S with minimum loss—operate at full = 
olum = rated wattage for life. = 
OW: = = 

Hi 10 
86,544 
83,230 
65,426 
35,200 
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AUTOMATIC 
WATER HEATERS 
a 





COAL 








RANGE 
BOILERS 
TANKS 
SS 


CONSOLE 
SPACE HEATERS 





DUAL REGISTER 
FLOOR FURNACES 
—— 


COAL STOKERS 





15 Plants Cover Every Ma 


jor Market 


LEADERSHLE 


Good Reasons Why It 


Will Pay You To Feature 


The Rheem Line 


HEN VicTORY brings the shift to peace- 
W time production, Rheem will offer you an 
unmatched opportunity in the appliance field. 
There are four good reasons for this: 


Complete Line — the Rheem line will include 
quality water heaters for all types of fuels—gas, 
liquid gas, electricity, oil and coal. It will offer 
better floor and wall furnaces, consoles and other 
space-heating equipment . . . range boilers and 
tanks of all kinds . . . Stokermatic coal stokers 
and stoker-fired furnaces . . . new household ap- 
pliances for better living. Meantime, replacement 
units are available in limited quantities, to hold- 
ers of a required priority. 

Quality Control—Rheem appliances are now and 
will continue to be Rheem-made throughout—as- 
suring quality control and service dependability. 


Plant Locations— 15 Rheem plants are already 
strategically located to serve every major U. S. 
market at advantageous freight rates. 
Research and Engineering—even now with our 
output predominantly in war materials, Rheem 
laboratory research and factory engineering con- 
tinue to develop product improvements. Expect 
an even higher standard of quality in the Rheem 
peacetime line. 


In your plans for the future... include Rheem 


RHEEM 


Executive and General Sales Offices 
New York * San Franciseo * Los Angeles 
Chicago ® Washington, D.C. 


NEW CROSLEY DISTRIBUTORS—Future plans of the new firm, Jules Alexandre 
Inc., recently organized to handle The Crosley Corp. products in Central Pennsylvania 


are discussed at a dinner in Harrisburg. Above, Jules Alexandre, president, is shown 


in the center of the group of members of the new organization. 





DISTRIBUTOR NEWS 





MANUFACTURING COMPANY 


Mesa, Ariz.—The O. S. Stapley Co., 
celebrated their Golden Anniversary 
starting March 4, for an entire month. 
The company operates seven retail 
stores and owns the Arizona Hard- 
ware Co., wholesale distributor cover- 
ing the state with a broad line of 
appliances as well as hardware. 


Hottywoop, Cair.— Bauer-Knapp, 
recently named factory representatives 
for Amana Refrigeration & Equipment 
covering California, Oregon, Wash- 
ington, Idaho, Utah, Nevada and Ari- 
zona, are arranging franchises now 
throughout the seven states for the 
sale of Amana Products. The men di- 
recting Amana activities at Bauer- 
Knapp are partners and owners of the 


won't be able to handle any of its 
contacts properly, Lester Distributing 
Co., with headquarters at 1800 16th 
St., Sacramento, Calif., announces the 
fact that they are not seeking new 
areas of operation for post-war busi 
ness. Early in the history of the con 
cern, E. R. Lester, president, laid down 
the policy that the company would 
service only its primary trading area 
This area comprises the Sacramento 
and San Joaquin Valleys—a territory 
roughly 500 miles long and 100 miles 
wide with Sacramento in the center 
Overnight service to all points is fea 
tured by Lester’s 


San Francisco, Catir.—Charles A 
Meier, widely known throughout th« 





BILL K. STOREY 


business—Bill K. Storey, president; 
and John J. Pollon, director of sales. 


Los AnceLes, Cauir.—In an expansion 
move, the Radio Television Supply 
Co., a large electronic supply house on 
the Pacific Coast, is being incorpo- 
rated, and a substantial financial and 
management interest has been acquired 
by Sues-Young Co. of Los Angeles 
Under the agreement, M. G. Sues 
will become president of the new 
corporation; Mitchell Hirsh will be 
vice-president and EF. E. Young, secre 
tary-treasure [The company will 
soon move to the larger quarters now 
occupied by Sues-Young Co., at 1509 
So. Figueroa St. Sues-Young Co. 
now distribute Zenith radio and major 
appliance lines, the new company will 
be operated as an affiliate activity. 


SACRAMENTO, Catir.—On the premise 
that a distributing company that at- 


APRIL, 


tempts to cover too much ground 


CHARLES A. MEIER 


West as a representative of West- 
inghouse Electric Appliance Division 
announced his resignation recently to 
form a new company to represent 
nationally known appliance and com 
mercial and industrial supplies manu- 
facturers. The new company will 
be known as the M. & M. Sales Co., 
with headquarters in space 467 West- 
ern Merchandise Mart, San Francisco, 
Calif. When appliances are available, 
they will be representatives for Asso- 
ciated Products Inc., ranges and water 
heaters; McAleer kitchen cabinets and 
nationally known radio manufacturers 
Mr. Meier announced 


Wasuincton, D. C.—United Distrib- 
utors, Inc., has been named distributor 
in the Washington territory for the 
Advance line of refrigerators, radios 
and other electrical appliances, accord- 
ing to announcement by Joseph A. 
Doyle, vice-president in charge of the 
appliance division. 
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He sneaked out of town 
with his snake oil... 





H" FOOLED the people, so he had to “git,” before the 
people found out. But the medicine man at least 
taught us that “anonymously yours’”’ is risky. 


andre 


Ivania ' 
shown That’s one big reason why we have advertised brands. 
_ A familiar brand name on a product is like your friend’s 

name on a person. You trust the trademark. 


The manufacturer who is in business to stay in busi- 
ness advertises what he makes. He names it proudly. 
F 7: Then he sticks his chin out by promising us that we'll 

— like it. His product had better perform! 


‘ Advertised brands do perform. Even in war-warped 
or it days like these, when people who ask for trusted brands 
"ae ‘ ; sometimes have to accept unknown substitutes, they 
ae , switch only because they have to. It’s a stop-gap. 


new ¥ You can prove it, in self-service stores. Right now— 
busi when there’s a widespread belief that “‘you can sell any- 
Pea . thing’’—self-service stores report that the well-known 
would brands move out fast, but the substitutes sit catching 
area (er, dust on the shelves. In self-service stores, people pick 


nento what they want. 
ritory 


> con 


unifies @ People pick the advertised brands. They pick the old, 
enter det i , established names. And the new products they'll pick, as 
s fea : e \ new products appear, will be the identified, trademarked 

*% a products—good enough to be named, acknowledged, and 
s A EF ¢ guaranteed by the integrity of honest manufacturers who 


t the ' ’ i ' aren’t planning on business suicide—who will never have 
abet ee to “leave town’”’. 
Many a big business of tomorrow hasn’t yet been born. 
Only this much is certain . . . it will keep growing, be- 
cause its products will have advertised brand names 
on them. 
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prone It happened to CAMERAS... 
aide "4 $25.00 in 1890 

) | Ne ecto FAWCETT PUBLICATIONS, INC. 

trib- One of the great camera companies 
yutor “You started national advertising in 1888, WORLD'S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
, the and before long, the country was “‘cam- 
adios era crazy.”” The advertising made us 
cord- want cameras, helped us have cameras, 
ye by pushing camera prices “way down.” 
F the Brand advertising helps lower prices. 


No. 1 of a new series appearing in leading American newspapers and the important business and indue- 
trial magazines. For free proofs write Fawcett Publications, Inc., 1501 Broadway, New York 18, N. ¥. 
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WEBSTER 


Racine, Wisconsin, U.S.A. + Established 1909 + Export Dept.: 13 E. 40th Street, New York (16),N.Y. Cable Address ““ARLAB" New York City 


iil, 


WEBSTER ELECTRIC 


jeletalk 


ADOS HOURS TO YOUR WORK WEEK 


INCREASES 
EFFICIENCY 


i 


— 


-———— 


5 om are the comments of busy executives on what 


TELETALK INTERCOMMUNICATION SYSTEMS 


have meant to them in these war-busy days. | 


“Teletalk saves 50 to 100 trips a day...ten miles of walking,” — 


an Iowa foundry. 


“Teletalk makes all our plant operations more efficient,” —a laundry 


machinery manufacturer. 


“Teletalk gives us the speed which is the essence of all our con- 


tracts,” —a New Jersey concern. 














“Teletalk instantly provides ‘finger-tip’ information to answer 150 


long distance telephone calls a day,”—an Illinois company. 


These are important problems. Scores of busy concerns in your vicinity are faced 


with them today. Teletalk provides an effective way to increase your saleg volume 
by showing them Teletalk, the solution to these time-saving problems. 


Teletalk gives quick, voice-to-voice contact with every department of a business. 
It is easy to install, requires little or no service. Teletalk takes its power from the 


electric light circuit. 


Now is the time to increase your revenue and build for future business by selling 


Teletalk ... 
Write us today. 
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Let’s All Back 


Citta 


ut PREC TRC! 





“Where Quality is a Responsibility and Fair Dealing an Obligation 


the modern answer to inter-office and inter-plant communication. 





the Attack 


\" ie 4 Buy Extra 


| 
| 
War Bonds | 
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DISTRIBUTOR NEWS 





Wasuincion, D. C. Columbia 
Wholesalers, Inc., distributor for Phil 
co in Washington, D. C. recently 
moved to new and larger quarters at 


1630 M. Street, N. W. 


Cuicaco, Int.—Ralph Walker, secr: 
tary-treasurer of the Chicago Chapter 
of National Electronic Distributors 
Association, and president of Walke: 
Jimieson, Inc., announces the accept 
ance of two new members of the Na 
tional Electronic Distributor’s Asso 
ciation. They are L. M. Seltzer of tly 
Seltzer Co., Peoria, Ill., and Jay F 
Bass of Nation Wide Radio in Chi 
cago. 


Cuicaco, Itt.—Richard Schlicter was 
appointed buyer for Walker-Jimieson 
Inc., radio and electronic distributors 
according to Rex M. Gaynor, m¢ 

chandise manager. Mr.  Schlicter 
served for several years as sales ani 


production engineer at Thordarson 
Electric Co. 

Cuicaco, Itt.—Col. Ben Marcus, 
former sales manager in Chicago and 
branch manager in Milwaukee for 
Frigidaire, announces the formation 


of General Utilities Distributors, Inc., 
wholesale electrical and radio distrib- 
utors with offices at 540 No. Lake 
Shore Drive., Chicago, and at 647 W. 
Virginia St., Milwaukee. P. D. Aepi- 
nus, formerly with Frigidaire and 
Hotpoint will be associated with him. 
The Chicago office will handle 
Howard radios and Electromaster pro- 
ducts. The Milwaukee office will 
handle the same line, except that it 


will distribute Bendix. instead of 
Howard radios. 
SPRINGFIELD, Itt.—The Springfield 


Electrical Supply Co. recently moved 
into new quarters. They have pur- 
chased a building and remodeled it 
for their particular needs. 








SOMEWHERE IN FRANCE—Arthur S 
Alter, vice-president, Harry Alter Co 
Chicago, and major in the A.M.G. forces 
On his return to civilian life he will be 
general manager of the Major Applianc: 
Division of Harry Alter Co., handling 
Crosley products, Coleman heater, Vos: 
washers and Dutch Oven ranges. 
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CLEVELAND YELLOW CAB COMPANY 
Uses RAYTHEON TUBES 


in world’s first taxicabs with two-way radio! 


The eyes of the nation’s transportation indus- 
try are on Cleveland these dayg, for it is there 
that the world’s first taxicabs equipped with 
two-way radio are being demonstrated by the 
Cleveland Yellow Cab Company. 


Officials say that dispatching has proved so 
much more efficient that future fleets similarly 
equipped will eliminate millions of miles of 
wasteful “dead” cruising. And they also report 
that Raytheon High-Fidelity Tubes, used in 
both transmitter and receivers, provide clear, 
dependable reception—even in the tunnels 
under Cleveland’s Terminal Tower. 


This application of Raytheon Tubes is just one 
of many being planned for the postwar period 
by progressive manufacturers in the electron- 


ics field. 





Army-Navy 
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wee, RAYTHEON 


wun, Weigle Fidelity 


with Stes, = ELECTRONIC AND RADIO TUBES 





If you are a radio service dealer, you, too, 
should realize that Raytheon’s combined pre- 
war and wartime tube experience will cand 
even better tubes for all uses. Keep an eye on 
Raytheon .. . and watch for a Raytheon mer- 
chandising program that will help you be more 
successful, in the peacetime years ahead, than 
you’ve ever been before! 


Increased turnover and profits . . . easier stock control 
. better tubes at lower inventory cost ... these are 
benefits which you may enjoy as a result of the 
Raytheon standardized tube type program, which is 
part of our continued planning for the future. 


Raytheon 
Manufacturing Company 
RADIO RECEIVING TUBE DIVISION 


Newton, Massachusetts — Los Angeles 
New York — Chicago — Atlanta 









PAGE 


157 














































_++- means Better 
<@& Thermostats for Jane 


ON A HAND GRENADE, “heat”’ control is a 
fuse which times the explosion. If this control 
fails, the wrong men may die. And many fuses 
did fail in the last war. But in this war grenade 
fuses are accurately timed to split seconds. G. I. 
Joe can count on them and knows it. Why? 


The answer is a new grenade fuse developed 
at Robertshaw for Army Ordnance—a job that 
won Official Army Citations. Today Robertshaw 
is the largest grenade fuse manufacturer in the 
world and is called in on all grenade fuse 
problems. 


Now our expanded research and development 
staff, master of intricate wartime problems, is 
ready for any job. Our augmented force of crafts- 
men, trained in precision work for war, is ready 
to produce even better thermostats for tomorrow's 
peacetime ranges. 


Even More Than Before YOU CAN DEPEND ON 


APTI TT 


. al eg # 



























CABS USE 2-WAY F-M RADIO—Motorola Radio F-M transmitting and receiving 


units to direct and control operations of part of their taxi fleet now are being used 
successfully for the first time by the Yellow Cab Co., Cleveland. Above, left to 
right, are cab-driver Michael Komko; Mayor Lausche, of Claveland, the first pas- 
senger to have his taxi ordered by radio; general manager J. T. Smith of the cab 


company; and driver Paul Vergin. 





DISTRIBUTOR NEWS 





Des Mores, Iowa—The A. A. 
Schneiderhahn Co. recently purchased 
a three-story building and have moved 
into it. It contains 32,000 sq. ft. floor 
space at 319-323 S. W. Fifth St., in 
the heart of the Des Moines wholesale 
district. It is on trackage, and has 
excellent facilities for loading and un- 
loading freight cars and trucks. All 
operations of The A. A. Schneider- 
hahn Co., and Schneiderhahn’s, Inc., 
will be conducted from this building. 
Among the products distributed by 
both companies are Zenith radios and 
hearing aids; Kelvinator and Leonard 
refrigerators and ranges; Easy wash- 
ers and ironers; Duo Therm space and 
water heaters; Youngstown Steel kit- 
chens; Premier cleaners; Hamilton 
clothes driers; G-E appliances; New 
Home sewing machines; Knapp-Mon- 
arch appliances and Seth Thomas 
clocks. 


BaLtrmoreE, Mp.—Ben Smeyne has 
joined the sales organization of Henry 
O. Berman Co., distributor of elec- 
tronic equipment and _ replacement 
parts.. Mr. Smeyne has been active 
in radio business for nearly a quarter 
of acentury. The Berman firm is dis- 
tributor in Baltimore territory for 
Stromberg-Carlson FM radios. 


Kansas City, Mo.—RCA Victor Dis- 
tributing Corp., distributors of RCA 
products and home appliances, now 
located at 18th and Holmes Sts., will 
shortly move to more spacious quart- 
ers at 1422-24 Grand Ave. 


Kansas City, Mo.—According to an- 
aouncements by manager C. Gillespie, 
the Jenkins Wholesale Division, a sub- 
division of Jenkins Music Co., will 
handle a complete line of electrical ap- 
plances as part of a post-war expan- 
sion program. The wholesale division 
will distribute Gibson electric ranges, 
freezer lockers and refrigerators in 
Kansas City, St. Louis and Wichita 
territory. Coolerator electric refrig- 
erators and freezer lockers will be 
handled in Amarillo, Oklahoma City 
and Tulsa. Free Westinghouse and 
New Home sewing machines will be 
sold at all points except St. Louis. All 
branches of the firm will handle Auto- 
matic Laundry Queen washers, L & H 
and Dixie gas ranges and Stromberg- 
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Carlson radios. Headquarters of the 
Jenkins Wholesale Division will be 
maintained in Kansas City. 


Sr. Louis, Mo.—Miss Charlotte EI- 
more has been appointed home service 
director for Artophone Corp., dis- 


et 











tributors of the Bendix automatic 
home laundry. Miss Elmore was a 
teacher of home economics and a mem- 
ber of the Extension Staff of the Uni- 
versity of Iil. 


Troy, N. Y.—An eight-point post- 
war pledge to the dealers in its terri- 
tory highlights the “after-V-day” 
plans of H. A. McRae & Co., radio 
and appliance distributors and recently 
appointed distributors for Stromberg- 
Carlson, according to Rudy Brown, 
appliance sales manager. The pledge 
includes provisions for dealer protec- 
tion, profit opportunity safeguards, ad- 
vertising and sales promotion helps, 
sales training meetings, service sug- 
gestions and the use of a spacious dis- 
play room to set off the Stromberg- 
Carlson receivers. 


Asnvitte, N. C.—T. A. Freck, man- 
ager of Freck Radio & Supply Co. has 
announced purchase of the building 
now occupied by his firm and also ad- 
joining structure as part of a contem- 
plated expansion program after the 
war. They will open a retail furniture 
store featuring electrical appliances in 
the lower building. The upper section 
to serve as a radio and refrigeration 
wholesale outlet for western North 
Carolina. The firm will handle Mo- 
torola radios. 
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ANIMPORTANT 
MESSAGE 
PROM CASCO 


eiving 
} used 
eft to 
t pas. 
@ cab 


Limited supply prohibits 
pad for this patient! 


But Casco will continue to send 
Japanazis plenty of stuff to make it 
hot for them. Casco is now world’s 
largest producer of chemical 
mortar fuzes. Boom! 


AFTER THE WAR ... 
for more new and unusual electrical appliances 


““CASTCO 


Casco Products Corporation, Bridgeport 2, Conn. 
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DISTRIBUTOR NEWS 


PuivapetpHia, Pa.—H. Herman 
Garson was appointed sales manager 
of General Electric’s appliance dis. 
tributing branch in Philadelphia, J. A 
Rafferty, branch manager announced 
recently. The Philadelphia branch js 
responsible for the wholesale distribu- 
tion of the following GE products: 
refrigerators, ranges, water heaters. 
home laundry equipment, dishwashers 
disposalls and kitchen cabinet equip- 
ment. 


Provipence, R. I.— Another 
Rhode Island distributing company is 
the Owens Electric Co., with offices in 
the New Industrial Trust Co. building 
George M. Allen, will head the new 
firm. 


IS THE VERY HEART |. Rock Hus, S. C—A. R. Suritz ; 


Sol Aberman announce the formation 


OF GOOD of the new Palmetto Appliance I 


tributors Inc., with offices and war¢ 


ELECTRICAL : ME | to'carry a line of complete househl 


and farm appliance equipment. 


APPLIANCES | Houstox, Tex—Southwest Co 


cently organized, will distribute Y« 
air-conditioning and refrigeration pro 
ducts in that area. Frank Atwater, 
recently associated with the Southern 
Equipment Co., and prior to that re- 
gional supervisor for the York Cory; 
is one of the principals of the new 
firm. 


RicHmonp, Va.—Wyatt-Cornick, Inc., 
will handle a complete line of majo: 
electrical appliances. They will dis- 
tribute Coolerator electric refrigera 
tors, Electromaster ranges and water 
heaters and Blackstone washers. 


Ricumonp, Va.—Harry R. Duval, 
formerly of OPA, will be sales man- 
ager for Commonwealth Sales Corp. 
in Richmond. They will distribute 
Philco products, Premier cleaners and 
L & H ranges and water heaters. 


SeattLte, WasH.—A new appliance 
division for wholesale distribution of 
major appliances and allied lines in the 
Pacific Northwest and Alaskan terri- 
tory has been opened by the Pacific 
Coast Coal Co. George Shephard, for 
many years associated with F. B. Con 
nelly Co., is manager of the new divi- 
sion located at 4521 Leary. 


depend ¢ Tacoma, WasHu.—General Electric 


Supply Corp. will establish a branch 
| warehouse and shipping office of its 
F (, Northwest District in Tacoma, Was 

7 ae: ee cee,” sig Se soon, according to H. C. Gerster, 
Northwest district manager. Joseph 
R. Tilley will be local branch manage: 


‘ 


but if does sc 


paielaleleige! 


SpoKANE, WasuH.— Prudential Di 

tributors, Inc., have moved to the 

new permanent offices with show 
rooms and warehouse facilities at S 
153 Stevens St. They are distributors 
for Majestic radio and radio-phon 

graphs, Majestic Records, Coolerat« 

refrigerators and home and farm 
freezers, Universal major appliances 
ARMY . as well as small appliances. 


Driver-Harris we Port Avsernt, B. C.—Clayton | 


Powers, manager of the Port Alber: 
) y branch of Wright’s Ltd., furniture an: 
C Q?, Vf PANY electrical dealers, has been promoted 
to the post of general manager of the 
HARRISON, NEW JERSEY wholesale division of the company, and 
has been moved to the head office in 
Branches: Chicago . . Cleveland , Los Angeles ° San Francisco ° Seattle New Westminster. Harry T. Moore 


has been appointed manager of the 
Port Alberni branch. 


‘eoleleleommcil.aigi a0) 
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ilding AIRCRAFT EXHAUST. STACKS, including those used on 

_—e many of our finest combat planes, are now porcelain- 
enameled throughout . . . and providing exceptional service. 

Ae A new High-Temperature Ground Coat, applied inside and 

» Dis out by dipping, fuses with the steel to form a permanent, 

war rustproof finish . . . a finish unaffected by gas vapors 

4 and heat. 
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Inc., 
Najor 
dis- 
gera 
vater 
uval, 
man- BULKHEADS, CREW QUARTERS & GALLEYS on some of the newest 
“a transports, tankers and hospital ships have been built of porcelain- 
ute ° . . . 
ond enameled steel—yes, steel finished with a new type of “seagoing” porce- 
lain enamel. Consisting of a thin ground coat (from 31 to 5 thousandths) 
_ and two or more cover coats, totaling in all 10 to 12 thousandths in 
n of thickness, this ceramic finish is light in weight, highly flexible, hard- 
thers wearing and practically immune to even the “seagoing elements”. 
erri 
cific 
for 
501 
‘ae VICTORY RANGE PRODUC- 
A . / TIONis being stepped up and 
tri | Today’s Porcelain Enamel is ° finishing costs cut substan- 
inch | vm: sa tially by a new ground coat 
| Thinner coats and better bond- | 6 h ‘ 
Konag | ing qualities make today’s por- that fires at the same tem- 
“ celain enamels more durable than perature as cover coats. In 
“ . ' ever. Without any sacrifice in ap- addition, new cover coats of 
ver pearance or wearing qualities, greater opacity and covering 
they're now tougher . . . actually qualities are effecting still 
Di flexible . . . more shockproof and other savings. In some in- 
re : slats ae te 
a anges perstans, ) stances, even eliminating the 
- For detailed information re- t 
S ; : ; need for an extra cover coat. 
garding these finer, inorganic I il ‘. ki sibl 
- finishes, write Ferro Enamel s = Casts, ESE S Gaich 
te Corporation (see address below). a thinner, more rugged finish 
rm . .. and one of great beauty. 
ce 
I 
rl 
ind 
ted 
tl 
ind 
in 
ore 
the 


TOMORROW, AS IN THE PAST, THE FINEST PORCELAIN ENAMELS WILL BE MADE WITH FERRO FRIT, CLAY AND COLORS . . . AND IN FERRO-BUILT PORCELAIN ENAMELING FURNACES. 
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Startled, she 


Down goes 


And there's 10 li 
Mom can stay 09 
a Hamilton 
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But then, 


looks at the 
the book. “Time 


pee ao she calls almost —_ 
And from+then on, Teddy an * 





which way Mo 
























mit to the eas 
the brighter sid 
Beach Vacuum c 
floor-nozzle gently 
bedded dirt and rv 


leaner. For 


se days. Hamilton 


dl Manafacturing Co., Racine, 


This is the last word, the latest Ham- 


ilton Beach ad in a series designed to keep alive 


the idea that you’re 


food mixers and vacuum cleaners, postwar. 
Then, this continuing sales support will help 
your cash register get in the last word—the one 


that counts. 





Poor Mom's in 
She wouldn't t 
and she wont 


Mom was te 


It’s going to be 
not for those 
because then + 
able to set foot! 


Teddy, you can’t 





e with which your 
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be coming your 
Beach Company 


For 35 years, Hamilton Beach 
dealers have found that to be the kind of lan- 
guage they understand (and appreciate) best. 
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in miniature. 





Although San Francisco Market 
Week was called off at the last 
minute in compliance with the govern- 
ment ruling against conventions, the 
major effect of this cancellation seems 
to have been the omission of the usual 
luncheon and dinner meetings which 
mark such occasions. Dealers and 
their representatives were on hand in 
the usual numbers from February 
5-10 to view the displays featured at 
the Western Merchandise Mart as 
part of its permanent and legitimate 
function and sales during that period 
seem to have been limited chiefly by 
the amount of merchandise available. 

There was a sprinkling of appli- 
ances on display and some hope ex- 
pressed that a few might be available 
for sale later in the year. A small 
number of Norge ranges (25 for 
northern California for this quarter) 
were ready for priority distribution. 


Store Planning Aid 














its 









































Wis. 








Most of the manufacturers, however, 
contented themselves with dealer 
helps toward planning for the post- 
war period. Several offered store 
planning aid. Kaemper & Barrett, 
handling the Admiral line and Royal 
vacuum cleaners, feature the Flexo- 
plan of store arrangements, showing a 
model appliance store in miniature and 
sending a book of floor plans and store 
backgrounds to all who sign up for 
it. Hotpoint this year made no dis- 
play of appliances, but is contacting 
dealers direct with store planning and 
other helps. Bushnell Sales Co., 
handling the Kelvinator line, not only 
offer Kelvinator help on store ar- 
rangement but have a program and a 
booklet of merchandising advice, in- 
cluding a policy on trade-ins, which 
they feel is bound to be a serious post- 
war problem. Kelvinator promises a 
policy of dealer protection, restricted 
models and aggressive promotion, 
Hotpoint, although featuring no appli- 
ance display, is contacting their deal- 
ers direct with store arrangement and 
post-war merchandising aids. 

Apex is issuing preference certifi- 
cates, looking forward to the near 
future when they expect to be able to 
issue franchises. Their post-war 
schedule calls for concentration on one 
model for initial prodiiction, with each 
dealer allowed a sample and a promise 


the man to see for quality 
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L. Lynch and J. T. Barrett at Kaemper Barrett booth looking at Admiral’s store plen 






Post-War Plans But No Appliances 
Features San Francisco Market Week 





(Left to right) Kenneth A. Connelly of 
Seattle, Jack Tenney, new West Coast 
Norge representative made their head- 
quarters at the Leo J. Meyberg booth. 


of a regular quota, depending upon the 
production schedule. 

Westinghouse had an attractive dis- 
play of a model kitchen and an adja- 
cent laundry, suggestive of what deal- 
ers may later use in their stores, with 
space in the laundry for a clothes 
dryer, companion to the automatic 
washer. They are already signing up 
dealers and still have franchises open 
in certain localities. 

General Electric Supply featured 
germicidal and infra-red lamps, an 
electric fence control and had a sample 
of the G. E. refrigerator replacement 
units which are available for installa- 
tion in old boxes. 


Basford Adds Premier 


Basford Co. has added the Premier 
vacuum cleaner to its line of Speed 
Queen washers, Gibson refrigerators 
and Zenith radios and had models on 
display, although dealers are as yet not 
being signed up. This firm has carried 
on through the war period by operat- 
ing a small war production plant in the 
Oakland area and by featuring such 
associated lines as Columbia records. 
Prominent in their display was a self- 
service record stand designed to hold 
records and albums. 

The Leo J. Meyberg Co. booth was 
a busy space with a demonstration of 
the Eureka cordless iron, as well as 
exhibits of the Hamilton automatic 
clothes dryer, Bendix washer, Norge 
ranges and Domestic electric sewing 
machine. They handle a line of 
American kitchen cabinets. 
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Geert is also beautiful to listen to... 
especially with a postwar Trav-Ler Radio. 
Soaring notes and low-voiced tones are 


reproduced with such realism that 







est listening is like traveling from living 
“4 room to studio. Trav-Ler developments 
in AM and FM reception and design, 

the combined with price-appeal, will be 

is- “good news that travels fast’. Future- 
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The advanced line of Kitchen Maid Cabinetry now offers 
YOU a wide-open new field for quick sales and substan- 
tial profits—as dealer or distributor. Famous for 22 years, 
and further improved during production of 60,000 units 
for war housing, this cabinetry is of composite construction 
providing great strength and long life. Completely fin- 
ished at factory, ready to install. Available in single“ pack- 
age” units or combined assemblies. For details, write 
The Kitchen Maid Corp. 354 Snowden Street, Andrews, Ind, 





FOUNDER OF MODERN KITCHEN UNITS 











BACK AGAIN in limited quantities... the 


famous SPERTI H-I IRRADIATION LAMP. And 





you'll find << 
market waiting 
those permitted to purchase 


current W.P.B. regulations: doctors, 


hospitals, health institu- tions 


and individuals holding medical 


prescriptions. Get in touch with 


your local distributor, today. 


The Sperti HI-41 Lamp. Operates on either AC 

or DC. A professional model that requires 

little space in office, institution or home. Its 

ingenious electrical circuit eliminates the usual, 

bulky, expensive transformer. Radiation from 

high-pressure type hot-mercury arc burner. 

Three-way adjustment of stand. Other models , 
available as soon as restrictions permit. 


} ( - 
per | INCORPORATED, Cincinnati, Ohio 


DEVELOPMENT 
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MANUFACTURING! 


Westinghouse featured a combined kitchen and laundry display. 


The Gorden E. Wilkins Co. dis- 
played an Ironrite model, together 
with a Stover water softener, which 
they are going to require their dealers 
to handle, believing that most domestic 
laundry troubles are due to hard water. 
They feature St. Charles kitchens. 

Nesco, with a complete kitchen 
enamelware line, is announcing no 
electrical plans for the future as yet. 
Deep Freeze was represented by a dis- 
play of models, at least one in active 
operation. Stewart-Warner radios, 
Filter Queen vacuum cleaners and 
Horton washers were represented by 
the Edward F. Hale Co. Alladin lamps 
showed samples; the local Milo Mfg. 
Co., makers of bases and shades, were 


- F 
V sve) 
Chink y 


a Wien re 


Tenney of Norge shows the first electric 
range available for priority sale in north- 
ern California. 


* 


SLEY 


REC RIDCRATOR 
: _ 


GAG LVADOE 


ready with a “go-ahead signal” 
Thompson-Holmes displayed a varied 
line of household equipment, available 
for sale in small quantity. Newcome: 
to the scene was Charles A. Meier, 
formerly of Westinghouse, whose new 
company, the M & M Sales Co., now 
handles Akron commercial ranges and 
will represent electric ranges and 
water heaters manufactured by Asso- 
ciated Products, Inc., metal kitchen 
cabinets by the McAleer Mfg. Co. of 
Philadelphia and other lines. T. Camp 
Co., handling the Crosley line, 
promises something entirely new by 
way of kitchen cabinets, as well as 
post-war production of home freezers 
and two-temperature refrigerators. 


H. D. Rice and L. D. Stull, Apex western 
division manager in the attractive Apex 
booth. 


ee: 


Mace Leudner of California Electric Supply and N. B. Dinkle of Crosley promise a 
new line of kitchen cabinets as well as home freezers and refrigerators. 
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The Chicago Area: strategically 
located .. . compact .. . fortified 
agains! reconversion problems. . . 
big enough to buy all many a fac- 
tory can make. 











Now- 


THE QUICK DISTRIBUTION 
AND VOLUME SALES 
YOU WANT 














You can get going fast in the $4,496,734,000 Chicago market. Here is 
a tremendous pent-up demand for autos, washing machines, refrigera- 
tors, “big unit” products generally. Here is a market fortified by diversi- 
fied income and billions in savings—a market famous for its responsiveness 
to advertising and its record-breaking volume buying. 

In this compact, easily accessible market, defined Ey consumer habit 
and merchandising practice, there is enough business to take the entire 
output of some manufacturers. You can get immediate volume and build 
solidly for a continuing, profitable operation. You can do it at one low 
cost through a single advertising medium—the Chicago Tribune. 

Bought, read and bought from as is no other medium in this market, 
the Tribune is a powerhouse among dealers and consumers. Seven days 





Now available for your study and use 
are the findings of a market-wide 
dealer and i tigation re- 
vealing ownership of automobiles and 
electrical appliances, brand prefer- 
ences and expected purchases. To get 
these facts, address C. S. Benham, 
hA 9 _N oi 1 Ad ising, Chi- 
cago Tribune, Tribune Tower, Chicago 
11,1. 
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a week it hits with a selling impact that gets action. One out of every 
three families in 756 cities and towns of 1000 or more population in this 
market reads the Tribune on weekdays. On Sundays, it is practically every 
other family —at one of the lowest milline rates in the United States. 

You can use monoroto, coloroto, comicolor, newsprint color or black 
and white— whichever you prefer as the most effective way to tell your 
story and to put over your name and product. Only the Tribune gives 
you this choice. . 

No metter whether you are ready now for heavy-duty selling or are 
just in the preliminaries of your sales planning, get the market facts 


and merchandising suggestions which a Tribune representative will gladly 
supply. Call him. 


Chicago Gribune 


THE WORLD’S GREATEST NEWSPAPER 


February average net paid total circulation: Daily, over 950,000; 
Sunday, over 1,300,000. 
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"IS THERE ANY PLACE AROUND HERE THAT SELIS RADIO SETS? " 


You'll be sure of sales-helps that WORK 


when Graybar works with you 





When competition becomes keen again, GRAYBAR’S Merchan- 


DISTRIBUTION IS MERCHANDISE 


and Wen 


dising Department will put plenty of push behind GRAYBAR- 
distributed radios and appliances. The men of this department 
are outstandingly qualified to work with dealers and train 
personnel for maximum selling efficiency. 

You can be sure, too, that GRAYBAR-distributed radios and 
appliances will be easy to sell. For GRAYBAR always selects 
those lines whose features are the most attractive and most 
effectively promoted to the public by their manufacturers. 

Until post-war models are available, we will continue to 
distribute fairly among our dealers the appliances released to 
us under war-time allocations. Graybar Electric Company — 
in over 80 principal cities. Executives offices: Graybar Building, 
New York 17, N. Y. 4526 






This is Fred T. (Ted) Brien, GRAYBAR’S District 
Merchandising Manager at Seattle, in charge of 
distribution and sales of electric appliances, radios, 
and hearing aids in GRAYBAR'’S Northwest 
District. 

Ted has been selling radios, refrigerators, and 
other appliances to dealers in his area for over 
10 years. Under his direction, the northwest 
GRAYBAR merchandising organization has done 
an outstanding job of guiding dealers, training 
sales personnel, and helping with display and 
promotion. 

Ted typifies GRAYBAR'’S Merchandising Spe- 
cialists — men who know how to make merchan- 
dise move. 





Merchandising Department 
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$3,299,541 in 1944 


Based on total sales of $98,168,438 
| net profit of The Crosley Corp. for 
1944, after all charges including taxes, 
amounted to $3,299,541, according to 
the company’s annual financial state. 
| ment which has just been submitted to 

its stockholders. This compares with 
| total sales of $80,447,762 and net profit 
of $2,694,159 in 1943. 

Net profit on the 545,800 shares oj 
common stock outstanding was $6.04 a 
share in 1944, compared with $4.93 a 
share in 1943. These figures are before 
renegotiation. 

While more than $17,000,000 more 
business was done in 1944 than in 1943, 
the actual increase in production in 
1944 was much in excess of $17,000,000 
because the company made substantial 
reduction in costs and consequent re- 
duction in price to the armed services 
in 1944, the statement pointed out. 

While sales of the company’s broad- 
casting division increased somewhat, 
the major increase in business was in 
war production by the manufacturing 
division, the statement said. 

A total of $10,914,729 was provided 
in 1944 for payment of federal income 
and excess profits taxes, as compared 
with $8,436,562 in 1943. 

Earned surplus on December 33, 
1944, amounted to $9,063,153 while the 
figure on December 31, 1943, was 
$6,303,621. 

Orders on the company’s books for 
future production of war materials 
amount at this time to more than $80,- 
000,000 which are, of course, subject 
to cancellation at any time, depending 
upon the course of the war, the state- 
ment said. 

Future war operations and the ter- 
mination of the company’s war con- 
tracts can be adequately financed 
through the $30,000,000 “V-loan” ne- 
| gotiated in 1943, and of which $11,- 
100,000 is now in use, it is stated. 


| Crosley Net at 
| 































Philco Post-war 
Video Plans Announced 





Philco plans to produce television 
receiving sets for the general public 
within a few months after the end of 
the war, John Ballantyne, president, 
informed stockholders recently. 

“We believe that television has now 
progressed to the point where it is 
ready to proceed commercially at the 
end of the war and provide a satisfac- 
tory service for the general public,” 
Mr. Ballantyne said. “For some time 
past, the Federal Communications 
Commission has been studying the 
whole question of frequency allocations 
for television and other radio services. 
In its recommendations of January 15, 
1945, the Commission agreed that 
commercial television should go ahead 
immediately after the war and set 
aside 12 channels in the spectrum for 
commercial television service to the 
public. 

“Philco believes that these channels 
will permit several hundred stations 
to go on the air in the next few years 
and give a large part of the pub! 
regular television program  servic« 
Many sections of the country wi! 
have the benefit of programs from 
several stations. The Commission's 
action can therefore be the basis for 
a large post-war industry and provic 
employment and job opportunities for 
a great many people.” 
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ELECTRICAL PRODUCTS ADVERTISED 
IN WOMAN’S HOME COMPANION 


Admiral Radio-Phonograph 
Admiral Refrigerator 
Bendix Radi 

Blackstone Home 

Easy Spindrier Washer 


Estate Heatrola R 


Westinghouse 


Appliances 


WOMAN’S HOME COMPANION 
250 PARK AVENUE, NEW YORK 


ELECTRICAL MERCHA!?'DISING—APRIL, 
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There's a profitable future here for 
you. Add the profit touch to manu- 
facturers’ well-aimed advertising in this 


month's Companion — put these products out 








front with a copy of the Companion, or 


pages from it. It’s so easy. . . so profitable. 





Remember it’s better business to display 
products advertised in the Companion. 





tra profits 
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WHEREVER ELECTRICITY 
iS NEEDED 






Pincor Electric Generating plants, 
the result of years of dev elopment 
are famous as an economical, highly 
dependable source of electrical 
power for the lighting of homes, 
Farms, camps and trailers, for the 
operation of radios, public address 


systems and small appliances. 






Today these rugged Pincor units 








are faithfully serving on the Fight- 











ing Fronts of the world where de- 





pendable power is a necessity. 








Dependable Pincor 
Power Plants are 
available in either 
AC or DC models 
and as Battery 
Charging units. 













Write for Details Today! 


PIONEER 
GEN-E-MOTOR 


CORPORATION 


584!) 49 DICKENS AVE HICAGO 29 “a 





Dependable Power 







PINCOR 
hoducts 





For the Post-War Market 


POWER LAWN MOWERS 


HAND LAWN MOWERS 
WATER SYSTEMS 


POWER PLANTS 
BATTERY CHARGERS 


Modern in Design 
Precision Engineered 
Built for Dependability 
















































When it's all over “over there,” 
White Cross will offer to selected 
wholesalers: 


] Franchise Protection 
2 New, Moderne Styling 
3 Exclusive Improvements . . . 


So— before making postwar com- 
mitments, investigate the stream- 
lined, simplified Top-quality¥#White 
Cross Line: for minimum inventory, 
maximum turnover... Pop-up 
Toasters... Waffle trons and 
Sandwich Toasters . . . Flat trons 
(Thermostatic) . . . Hot Plates . . . 
Coffee Vacs... (Now 100% in 
war work). 


Sold by Leading Jobbers Everywhere 

















NATIONAL STAMPING & ELECTRIC WORKS 
3212 EM West Lake St., Chicago 24, Illinois 


























Established 53 years 


Demonstrating large-screen home television reception providing bright, high-definition 
pictures 16 x 21'% inches in size on this advanced development model, RCA reveals 
consoles containing projection-type television, FM and AM will be on the market 
within about one year after the war and it is expected this set will sell for $395. 


Large Screen Projection Television 
Receiver Demonstrated by RCA 


\ television receiver projecting 
video programs on a new type of 
screen, 16 x 234 inches in size, featured 
a series of recent demonstrations by 
RCA Victor Division of the Radio 
Corp. of America in the studios of the 
National Broadcasting Co., Radio 
City, New York. Within one year 
after the industry receives the green 
light to proceed with production for 
the home front; RCA expects to 
market console models containing pro- 
jection-type television, FM and stan- 
dard broadcasting facilities for about 
$395, it was stated by a company 
official. The manufacturer also plans 
to produce several models equipped 
with direct viewing picture tubes as 
well as at least one table model listing 
for around $150. 


Bright, Clear Reception 


Critical audiences, composed for the 
most part of representatives of the 
press, attending the demonstrations 
advanced development 
model produced pictures on the large- 
size screen the equal in brightness and 
clarity of those attainable on the con- 
ventional sets of the direct viewing 
type manufactured in prewar. A 
special program combining filmed 
news and sports events with a live 
talent show was viewed by the groups 
after Dr. C. B. Jolliffe. vice-president 


agreed this 


in charge of RC \ Laboratories, ex- 
plained technical details of the pro- 
rection receive! 

The company originally discussed 


marketing a set of this type back in 
1941, Dr. Jolliffe revealed, but then 
vas sidetracked by the war. The set 
used in the demonstration was de- 
scribed as an advanced development 
model which he cautioned “could not 
in any sense be considered a fully de- 
signed model such as can be built in 
The large screen receiver, 
he said, was made possible by four 
prewar technical developments by 
RCA scientists and engineers. These 
include an improved high voltage pro- 
jection tube, a unique optical system, 
a new type of plastic viewing screen, 
and an automatic frequency control 
circuit eliminating picture distortion 
normally caused by noise interference. 


post-war 


News Pictures Shown 


Bill “Bojangles” Robinson, veteran 
tap dancer, headed the half-hour NBC 
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show featuring a dramatic sketch by 
well known stage and radio talent 
This observer, however, was particu- 
larly impressed by films of athletic 
action and official motion pictures of 
U. S. paratroopers landing on Cor 
regidor, obviously not the hand-tail- 
ored type of pictures which can be 
fashioned in a well equipped studio 
In a football scene, when a halfback 
latteraled the ball out to a teammate 
there was no losing sight of the ball, as 
usually happens when the camera pans 
with the fast-moving play. And when 
the horses raced down the home 
stretch to the finish line, the numbers 
were large and clearly registered so 
you couldn’t miss the winner. You 
almost felt you were in the grandstand. 
The clarity of detail in the war scenes 
filmed under battle conditions from the 
ground, air and water, then transmitted 
by television for this demonstration, 
was considered excellent. 

The demonstrations were given in 
a room nearly 25 feet wide and per- 
haps 35 feet deep, with 30 to 40 people 


HOW LARGE-SCREEN TELEVISION WORKS 


——— 


— 





Home television on a screen 16 x 21!/3 
inches is made practicable by this optical! 
system developed by RCA Laboratories. 
Broken lines indicate path of light beams 
from single picture element on face of 
receiving tube to corresponding point on 
screen. 
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= FILTER QUEEN 
he America’s BAGLESS Cleaner 


ted It will pay you to investigate FILTER QUEEN . . . now on sale for preferred 
delivery under the terms of the Advance Sale Contract. No LONG WAITS 

. FOR DELIVERY AFTER THE GREEN LIGHT FLASHES! All necessary jigs, 
er- dies and tools are on hand, ready to start production. 

FILTER QUEEN has every feature Mrs. America wants in her vacuum 
cleaner of tomorrow: no dirty bag to empty .. . easy dirt disposal .. . 
eKS efficient cleaning . . . no heavy weight to push around .. . a new quiet- 

ness in operation! 

Consumer tested, consumer accepted, FILTER QUEEN is not just an- 
other vacuum cleaner dressed up for show. It’s the most sensational 
dévelopment in vacuum cleaner history and offers you the outstanding 
opportunity in the vacuum cleaner field. 

For full information concerning the FILTER QUEEN, the FILTER QUEEN 
Franchise and Advance Sale Plan, just mail in the coupon, TODAY! 


HEALTH- MOR, INC. 203 N. Wabash Ave., Chicago 1, Ill. 





FILTER QUEEN Positive Moth Control Exclusive 


‘ FILTER QUEEN 
Cap for moth crystal chamber Features 
Lugs for hose connection. one dit: Gnetaien ted ti Attachments for every ome cleaning job are standard equipment. 
onpiy peeseeer eee @ecsee e'ea ws 


Moth crystal chamber. 





















; ! \ 
¢ Sealed, sanitary dust collector | | ge Oy wiébech Avedbe 

Exhoust poth of concentrated gas need be emptied only once a Chicago 1, Mlinois 

and powdered crystals. month. 5 Pledse send me FREE information on the FILTER QUEEN, the FILTER 
y N ' 6 r QUEEN Franchise ond the Advance Sole Plan 
3 : ; ® Non-clog, cone filter... 

Grooves for locking Demother into ter ‘ 4 for 

ca sustained, powerful suction. N PI ) 
= position on FILTER QUEEN i ome (Please prin —- ~ - 
= @ Patented, air-sealed, Lock-Tite 
of Spring gote which opens when De- connections on all attachments. i Street address RRR te oe —— 
on mother is locked into position, allow- © Soundproofed, oversized Black i Cry 2 2. 53 2 | Sinie _ 

ing crystals to flow into grinder. & Decker motor for quiet running. a 
NG 
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$3, Automatic 
Electric 


WATER HEATER 


Designed in 1915 . . . periodically improved and per- 
fected . . . today the Sepco water heater is the choice of 
a number of leading public utilities. Meeting the rigid 
requirements of the U. S. Navy, the Sepco is used aboard 
Naval combat vessels and other craft in the service of our 
armed forces. 














Read what Mr. William Montgomery Bennett of Wood- 
bury, Conn., wrote us about his Sepco . . . ten years after 
it was installed: “It has never been out of order . . . not 
once has it needed repair.” And at the end of fourteen 
years Mr. Bennett stated: “I haven’t even looked at the 
heater during the last four years. It has been at work 
every day and is still as good as new.” 





Our files contain many letters like this. You too, can 
become a satisfied user of the Sepco water heater. Why 
not investigate its possibilities? Write today for detailed 
information. 


AUTOMATIC ELECTRIC HEATER CO., INC. 


POTTSTOWN, PA., U. S. A. 








Installation EASY— 


The husky, die-shaped steel panel on which “Breezo" fans are 
mounted is square, with wide flanged edge turned out. This con- | 
struction reduces installation time considerably, since a square | 


surface of panel permit bolting direct to face of wall if desired, 
or holes thru flange provide simple method of fastening panel 
inside or outside of framed opening. 


Of course, "Breezo” fans in addition to being easy to install, 
are efficient and durable on the job. They “keep running"—users 
like them! Write today for Bulletin 3222-C. 

BUFFALO FORGE COMPANY 
205 Mertimer St. Buffalo, N. Y. 


Canadien Blower & 
Ltd., Kitchener, 


ad 








Ferge Ceo., 
Ont. 








FIRST 
FOR FANS 


Breezo Fans 
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opening with framed edges can be used. Pressed knockouts on | 


| in the average group. 

















Although the 
normal room lighting was dimmed, 
two subdued side lights provided 
plenty of illumination so that it was 
possible to see clearly throughout the 
room while the program actually was 
in progress. 

Using the average run of 16 mm 
home movies when shown on a screen 
of about equal size as a comparative 
yardstick, these projected television 
pictures measure up very favorably. 
Unquestionably, they are brilliant. 
The manufacturer claims the combina- 
tion of spherical mirror and correcting 
lens delivers to the screen about six 
times as much light as could be trans- 
mitted if a conventional f/2 movie lens 
were used in their place. 


Tone Qualities 


In tonal quality, however, this ob- 
server felt that the best of the home 
movies had the edge. These television 
images appeared a bit contrasty, for 
the most part, although in several care- 
fully staged studio close-ups of models, 
the range of tones admittedly was 
sufficiently soft. Otherwise, however, 
faces generally seemed rather blanched. 


The lack of shading seemed more 
pronounced, as judged solely by 
the eye, in the whites than in the 


blacks, but on a scientific basis both 
probably would prove to have about 


the same characteristics in this respect. 


In general news events coverage this 
contrastiness is not so striking as to 
detract in any way from enjoyment 
of the picture. The fact that all tele- 
vision pictures also are accompanied 
by commentation and music gives this 
sort of a show a decided bulge over 
the usual silent home movies. 


American lroning Machine Co. 


Joseph Groshans, general sales man- 
ager of the American Ironing Machine 
Co., announces the appointment of 
C. I. Horowitz as their export man- 
ager, covering all export markets, ex- 
clusive of Canada. 





Cc. |. HOROWITZ 


Mr. Horowitz is well known in ex- 














“HEDGEMASTER 
Portable 


- ELECTRIC 
TRIMMER 








| 


port circles, having veen in the export | 
business for thirty years. He is also | 


one of the founders, and at present, a 
director of the Export Managers Club 
of Chicago. 

He is well known in Latin America, 
particularly among the major appli- 
ance outlets. The export office will be 
located at 201 North Wells Street, 
Chicago 6, Ill. 





3ECAUSE THEIR LOCAL CONCLAVES do 
not demand either hotel sleeping ac- 
commodations nor railroad travel, the 
Pacific Coast Electrical Association 


is hopeful that it may be permitted to | 
| Manufacturers of 


hold its usual summer conferences. 


Dates have been set tentatively for | 
June 21 in Los Angeles and June 28 | 


in San Francisco. 
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THE ONLY 
TRIMMER 


DOUBLE 









ACTION 















Both blades move in op- 
posite direction—an ex- 
clusive HEDOGEMASTER 
feature. Nothing to obstruct 
shrubbery from entering the 
cutting blades nor to limit the size of 
stalk that may be admitted to them. No 
vibration—smooth operation, dependable 
performance and long life. Models for 
the home owner, and caretaker, landscape 
gardener, nurseryman, etc. Well balanced 
to fit the hand without wrist strain. May 
be used to trim hedges, shrubbery, trees, 
grass, etc, Powered by Universal Motor 
for use on AC or DC current. Will cut 
heavy stalks without stalling motor. Model 
7 shown here has 7'/." cut; overall length 
of handle 8%"; net weight 3% Ibs. All 
models reasonably priced. Available 
after the war. 


KAUFMAN MFG. CO. 
MANITOWOC, WISCONSIN 











Positively 


Modern 





GITS 


i PLASTIC 


Model 100 


FLASHLIGHTS 


Batteries and working parts are clearly 


visible through the transparent, unbreak- 
able body Gits Plastic Flashlights. Bat- 
tery corrosion, that 3s destroyed mil- 
lions of flashlights yearly, is detected 
immediately. ere is the really modern 
flashlight with longer life, new utility, eye 
appeal and pleasing warmth of touch. 
Three-way signalling and positive switch 
always works! Two cell, pre-focused with 
brilliant reflector. 

Available in two styles, illustrated. 
Transparent, also in colors, red, black, 
khaki, blue or ivory. Straight 2-cell 
“Plastic Eye’’ Model No. 100 retails at 
$1.00. Super Right angle 2-cell Model, No. 
122 retails at $1.75 (with 2 bulbs). Order 
from your jobber. 

Subject to Limitation Order L-7!. Orders 
accepted for post-war deliveries. 


y jabs 


4656 West Huren Street, Chicege 44, Ill. 


| Knives, Savings Banks, Gomes, Protect-o-shields 
etc. 
Canadien Distributer: 
Koehn, Bald & Laddon, Ltd., 69 York St., 
Toronto 
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“Control of the air” today means more than massed firepower and numerical dominance 
by aircraft; it means control of communication channels . . . and better detecting devices 
—better directional finders—better protective equipment. The air today is filled with 
high-frequency impulses, activated by radio and radar. And helping assure that suprem- 
acy are Delco Radio products, ranging from compact mobile radio sets in combat _ 
vehicles, planes and ships, to highly intricate electronic equipment. They represent the 
effective combination of engineering vision and manufacturing precision that safe- 
guards the performance of all Delco Radio equipment, wherever it serves and whatever 
its purpose. Delco Radio Division, General Motors Corporation, Kokomo, Indiana. 
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FOR SAFETY 
IN THE HOME 


Electro - Safe WRINGER 


Just as the germ-killing discoveries of Louis 
Pasteur have saved countless lives and eradicated 
many dread diseases, so Voss Electro-Safe 
Wringer has virtually eliminated the serious 
wringer accidents—even saved many lives. “The 
World's Safest Wringer"—exclusively—on Voss 
Washing Machines, is the only wringer which 
shuts off the power and the machine, as well as 
releasing the roll pressure, the instant contact 
is made with the safety bar. For safety in the 
home, America’s women are demanding the 
double protection of Voss Washers with Electro- 
Safe Wringers. 





+s SAFEST 
at Very 


yy OSs 
VOSS BROS. MFG. CO. 


DAVENPORT. IOWA 





AVAILABLE 


A nationally advertised quality 


COLD QUARTZ 
ULTRAVIOLET RAY LAMP 


A real value. These lamps 

take up only a small amount 

of display room, yet they sell 

on sight. Display one in your window, put one on a counter 
where your customers can examine it and watch your sales 
climb. 


SUN KRAFT cold quartz Uitraviolet RAY LAMP 


A departure from the conventional sun lamp. Uses an oscillator circuit and COLD type 
genuine Mercury Quartz Tube. Produces 95%, ultraviolet rays and the quorfz tube never 
burns out. Comes complete with goggles, built-in automatic fimer and leatherette 
carrying case. Finished in Satin Chrome. Carries Manufacturer's Guarantee. O.P.A. 
approved retail price $64.50. Every sale nefs as much os $25.80. Send for 3 of these 
lamps and cash in on a real 


ving i $38.70 ea. (lets of 3) 
for immediate shipmest, DEALER'S PRICE 43.00 cc. tiesser questity) 


CET ON AOE Ae 


1348 Newport Avenue Chicago, Ill. 


STEERING COMMITTEE—Richard Dooley, treasurer of Admiral Corp., and Joseph 
Gerl, president of Sonora Radio & Television Corp. meet with other members of the 
steering committee in charge of a special Red Cross drive in Chicago. 





HAVE YOU HEARD 





LANpeRS, Frary & CLARK has re- 
tained Richard M. Bennett, professor 
of design, Department of Architecture, 
Yale School of Fine Arts, as con- 
sultant for Universal’s retail “Mod- 
erneering” program now in prepara- 
tion to assist their “U” Plan dealers to 
modernize their stores for post-war 
selling 


SHIPMENTS BY INTERNATIONAL DeE- 
TROLA Corp. of war equipment, includ- 
ing electronic and radio devices and 
various machinery units totaled $9,- 
100,000 in the first quarter of the com- 
pany’s fiscal year, it was announced 
recently by C. Russell Feldman, presi- 
dent. 


THe Santey & Patterson Div. of 
Faraday Electric Corp. moved to 434 
Newbury St., Boston, Mass., recently. 
The machinery and personnel of the 
Holtzer-Cabot Signal Div. as well as 
equipment and personnel from the 
Faraday plant at Adrian, Mich. will 
be combined at the new address. 


“Macy’s Preview or Tomorrow”, 
an extensive exhibit of products de- 
signed for post-war living, is now 
scheduled tentatively to open Septem- 
ber 4th. Previously planned to open 
May Ist, the event was postponed in 
the light of current war conditions and 
governmental restrictions 


Scuaerer, INe., MINNBAPOLIS, man- 
ufacturers of low température cabi- 
nets, has appointed MeCann-Ericksen. 
Inc., Minneapolis, to handle its adver- 
tising and public relations. 


W. F. LISMAN, FORMER vice-presi- 
dent and general manager of Leland 
Electric Co., Dayton, O., has been 
elected president of the firm, succeed- 
ng the late Thomas B. Fordham 
George k. Haskell was named vice- 
president 


E. W. Buae, vick-presment of Dab- 
ney & Bugg, Inc., appliance dealers, 
has been re-elected president of the 


Retail Merchants Association of Rich. 
mond for the coming year. 


PUBLIC UTILITIES IN RHODE IsLAnp 
may be prohibited from selling appli- 
ances and other merchandise except 
under regulation by the State Public 
Utility Administrator under the terms 
of legislation now pending before the 
General Assembly of that State. 


ALTHOUGH PREPARED TO WELCOME 2 
limited number of newcomers to their 
ranks, electrical dealers of San Diego 
County are looking with apprehension 
at the probably correct report that 
two or three times the present num- 
ber of dealers in the community have 
already signified their intention of try- 
ing the field. The Bureau of Radic 
and Electrical Appliances of San Dieg: 
County has appointed a committee te 
study the problem and to make recom- 
mendations for some solution 


EureKA VacuuM CLEANER Co. had 
a net profit of $68,870.86 for the second 
quarter ended January 31, 1945, after 
providing $212,267.00 for taxes, ac- 
cording to H. W. Burritt, president 


Sparton Div. of Sparks-WITHING- 
TON has retained the well-known in 
dustrial design firm of John Tjaarda & 
Associates to design and style their 
radio and radio-phonograph combina- 
tions. 


W. C. Rosinson, district manager 
of Graybar Electric Co., is the new 
president of the Electrical League of 
Youngstown, 0. Other officers are 
I. E. Christman, vice-president, and 
E. J. Beil, secretary and treasurer 
Directors are Robinson, Christman 
E. C. Carlson, W. H. Gruger, M. P 
Walsh, and E. J. Beil 


TO HELP RETURNING WAR VETERANS 
who have previously had some experi- 
ence in the electrical field, the Pacific 
Coast Electrical Association is con- 
sidering the establishment of a training 
program which will serve as refresher 
course to enable them the more easily 
to slip back into civilian life. This 
will also have the incidental advantage 
of serving as basic education for new 
employees. The planning committee is 
now investigating the scope of such 4 
program and the cost of organizing 
and conducting it. 
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Steady, even fuel flow 
regardless of oil temperature 
with “DL” FLOAT VALVES 








































The automatic fuel 
flow compensator 
does it! 


Fuel flow comp 
automatic 














The viscosity of fuel oil varies with 
the temperature. Cold fuel oil flows 
slowly—warm oil, freely. Without 
the automatic compensator, the fire 
in the burner would die down if 
the fuel were cold. If the fuel were 
warm, too much would be fed to 
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the burner, with resultant waste 
and overheating. 


The aut ti npensator ‘feels’ 
the temperature of the fuel oil and 
raises or lowers the position of the 
float—increasing or decreasing the 
head pressure on the metering valve 








te maintain constant fuel flow. 








_~ HE automatic fuel flow compensator consists of a 


i, 





piece of thermostatic bi-metal which supports the 
float. When the fuel oil is cold the bi-metal warps and 
raises the float—allowing the oil level in the float valve 
body to rise. When the fuel is warm, the bi-metal com- 
pensator warps in the opposite direction, lowering the 
float and consequently the liquid level. Since the fuel 











delivery through the metering orifice depends upon the 
head pressure above the needle and the viscosity of the 
oil, this action of raising or lowering the float results in a 
uniform rate of fuel delivery regardless of fuel temperature. 


This method of compensation, using the temperature of the fuel, is an important feature. 
It is but one of the many reasons why you should insist upon "DL" equipped heaters when 
you are selecting a line to sell. 














DETROIT | UBRICATOR CoOmPANY General Offices: DETROIT 8, MICHIGAN 
Division of Amenscan Rapsator & Standard Sanitary conroration 


Conodien Representatives—RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 











“DL” Heating and Refrigeration Controls + Engine Safety Controls * Safety Float Valves and Oil Burner 
Accessories * Radiator Valves and Balancing Fittings * Arco-Detroit Air and Vent Valves * “Detroit” Expansion 
Valves and Refrigeration Accessories * Air Filters * Stationary and Locomotive Lubricators 
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OPA To Set Range 
Price Ceilings 


Specific retail ceiling prices for most 
household cooking and heating stoves, 
td be shown on price tags placed on 
the stoves by the manufacturers, will 
be set shortly, OPA announced at a 
recent meeting with the Domestic 
Cooking and Heating Stove Manufac- 
turers’ Industry Advisory Committee. 

The pre-ticketing requirement is 
now in effect for some models of heat- 
ing stoves, but, under forthcoming 
OPA orders, the plan will be extended. 

Since individual orders will be is- 
sued for each type of stove praduced 
by the several manufacturers, com- 
plete coverage will be achieved grad- 
ually. The first step in the plan will 
be to set the retail and wholesale ceil- 
ings for all electric ranges and gas 
ranges. 

OPA said that the proposed orders 
will set uniform ceilings for particular 
stoves within four or five geographical 
zones, calculated on the basis of 
freight from the manufacturer’s plant. 
Within each area the retail ceiling 
price will be the same for all sellers 
of the identical stove. 


Westinghouse Creates 
Two New Divisions 


Ellis L. Spray, vice-president and 
general manager of the Westinghouse 
Electric Elevator Co. has announced 
the creation of two separate divisions 
to carry on the work of the company, 
the Air Conditioning and the Elevator 
Divisions. 





ROSS RATHBUN 


Ross Rathbun, formerly manager of 
air conditioning, has been appointed 
manager of the expanded Air Condi- 
tioning Division, which now includes 
the Precipitron; and Walker G. 
White, formerly sales manager, has 
been named manager of the Elevator 
Division, which now includes the Pre- 
cipitron; and Walter G. White, form- 
erly sales manager, has been named 
manager of the Elevator Division. 
George F. Begoon, who for several 
years has directed commercial devel- 
opment of the Precipitron, has been 
named manager of the Precipitron De- 
partment of the Air Conditioning 
Division. 

Pointing out that the Precipitron, an 
electronic device which removes 95 
per cent of dirt particles from the air, 
and air conditioning are in increasing 
demand as a combined unit, Mr. Spray 
termed the “wedding of these two 
branches of our business a natural 
one.” 
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GET THE BACKING OF THE 


COFFEE INDUSTRY 
FOR YOUR 


COFFEE MAKER 


Fine IS A REAL OPPORTUNITY for manufacturers of 
home coffee brewing devices to get the cooperation of 
the coffee industry behind them| 

The National Coffee Association, in conjunction with 
its campaign to promote greater coffee enjoyment and 
consumption, is sponsoring this Seal of Recommenda- 
tion. 

It will be awarded only to manufacturers of brewing 
devices for the home which prove, by accurate and 
impartial tests, that the coffee brewed according to the 
manufacturer's instructions meets the standards set up 
by the Association’s brewing committee. 


Today! 


This Seal will be extensively promoted by the Pan- 
American Coffee Bureau, through magazine, newspaper 
and radio advertising, as the consumer’s guide to greater 
coffee enjoyment and satisfaction. It will be established 
as the one unquestionable assurance of a product de- 
signed to brew good coffee. Only those coffee makers 
displaying this Seal will enjoy the approval and recom- 
mendation of authorities in the coffee industry. 


Ensure the backing of the coffee trade for your prod- 
ucts. Take full advantage of this sure-fire way to increase 
your sales and profits. Write today for complete infor- 
mation and application forms. 


IMPORTANT FACTS TO REMEMBER 


1. Seal will be extensively promoted. 


2 Seal may be displayed on brewing device and 
* used in all advertising and promotional 
material. 


3 Brewing devices will be judged by tests that are 
, scientifically accurate and impartial. 


4. There will be no unfavorable publicity of devices 
which fail to meet specifications. Names of ap- 
plicants will be strictly confidential. 


5. Devices failing to pass initial tests may be re- 
checked at no additional charge. 


é. National Coffee Association experts will be 


available for valuable advice and consultation. 





The Friendly Drink ... from Good Neighbors 


PAN-AMERICAN COFFEE BUREAU 
120 Wall Street, New York 5, N.Y. 
BRAZIL COLOMBIA EOSTA RICA CUBA DOMINICAN REPUBLIC EL SALVADOR GUATEMALA MEXICO VENEZUELA 


in cooperation with THE NATIONAL COFFEE ASSOCIATION 
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PAT. PENI 


* SPARKLING CHINA 
Virtually Unbreckable! 
*% SIMPLE, EFFICIENT 
No Cloth or Peper! 
%* SNAPS IN EASILY 
Can't Fall Out! 
*% FITS PRACTICALLY 
—_— ALL MAKES 
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COFFEE FILTER 


The Modern PRACTICAL Clothless Filter 


DISPLAY DISPENSER 
> 


BACKED BY A GIANT 
Sent ease ADVERTISING CAMPAIGN 
. 


VACULATOR 
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“| SENT OUT FOR A LITTLE SNACK IN CASE 


YOU GET HUNGRY WHILE FIXING THE CLEANER" 








DEAL EXPIRES APRIL 30th! 
















National Home Planners 
Institute Going National 


One of the first steps toward na- 
tional coordination of the Home Plan- 
ners’ Institute is the preparation of a 
handbook outlining how a local Insti- 
tute can be formed and operated, Paul 
W. Watson, of the National Retail 
Lumber Dealers Association, and di- 
rector of the national program for 
Home Planners’ Institute, told mem- 
bers of the Electrical Women’s Round 
Table in New York recently. The 
handbook contains a series of 45 lec- 
tures written by men qualified in their 
field on home building subjects, rang- 
ing from home financing to architec- 
tural planning and the selection of 
equipment that should go into a new 
home. 


Free Lectures Offered 


The first Home Planners’ Institute 
organized in Portland, Ore., about 
eighteen months ago under the spon- 
sorship of the United States Savings 
& Loan League, The Western Retail 
Lumbermen’s Association, and the 
West Coast Lumberman’s Association 
consisted of a series of free lectures 
for persons planning to build post-war 
homes and to provide an incentive for 
saving now for post-war homes, so 
that people would not dissipate war- 
time earnings. It met with such wide- 
spread interest that now over 60 simi- 
lar projects have been initiated 
throughout the country and 300 other 
cities have expressed interest in start- 
ing HPI’s. 

The experience of Home Planners’ 
Institutes already under way, Mr. 
Watson said, shows that those who 
attend lectures come for concrete in- 
formation. “They want to be astounded 
by the new materials that are going to 
be put into their post-war homes 
(which incidentally are to cost about 
$4,000 to $5,000) but such fairy tales 
are easily debunked, and the audiences 
are still interested in down-to-the- 
earth data about what can actually be 
built at prices they can afford,” he 
said. 


Film Library Planned 


When the present phase of gathering 
lecture material and distributing it to 
local Institutes is completed, the Na- 
tional Retail Lumber Dealer Associa- 
tion plans to set up a building industry 
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motion picture library of l-reel 10- 
minute films covering the same sub- 
jects visually as are now contained in 
the lectures. 

All associations interested in the 
building industry are invited to chan- 
nel their educational literature, dis- 
plays, movies and slides through re- 
gional and state lumber and building 
material dealers associations, where 
they will get wider distribution. 


OPA Sees Justice 
Done Ship's Crew 


Tired of bending over a hot wash- 
tub, the crew of the merchant vessel, 
Leland Stanford, decided to buy a 
washing machine as soon as they 
reached port. That was, of course, if 
they could find one, and a lieutenant 
was put on the important job of lo- 
cating one. A second-hand washer 
was finally located in a hardware shop 
in Brooklyn: Tarzian Bros., 193 Sev- 
enth Ave., and every man in the crew 
chipped in to make a kitty of $89.50— 
the price of the machine. Everything 
was hunky-dory, and the rumbling oi 
the washer was sweet music to the 
ears of the mariners until one of them, 
on shore leave, boasting about the 
machine, was told by a landlubber that 
they had been gypped! The washer 
wouldn’t be cheap at half the price! 

Inquiry at the Office of Price Ad- 
ministration brought forth the fact 
that a used machine of the type pur- 
chased has a ceiling price of only 
$34.75. An OPA agent got busy, and 
within two hours the Brooklyn firm 
refunded the $54.75 it had illegally 
charged, and found itself deep in an 
investigation of all sales and price 
records. 

The sound of the washing machine, 
has become sweet music again on 
board the Leland Stanford, however, 
and a letter has been dispatched to 
OPA headquarters, thanking the OPA 
staff for “this fine demonstration of 
effectiveness on the home front.” 


Proctor Exectric Co. of Philade!- 
phia, Pennsylvania will be host to 
eleven dealers from the Harrisburg- 
Phladelphia area at a post-war retai!- 
ing clinic for small appliances to be 
held at Hershey, Pa. on April 24th, 
25th, and 26th. 
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innesota Poll 


POSTWAR PLANNING 
BULLETIN NO.@ 





How Many Postwar Radios 
Will Minnesota Buy 7 





WHAT KIND DO YOU WANT? 


83,000 families want a ‘‘radio with television.” 
69,000 families want a radio-phonograph. 
57,000 families want a new floor model radio. 
43,000 families want a new table model radio. 
37,000 families want a new car radio. 

14,000 families want a new portable radio. 
11,000 families want an F.M. radio. 


(Some families want more than one radio). 


TODAY 94% OF MINNESOTA’S 735,000 FAMILIES 


OWN A RADIO. 





HOW MUCH WOULD YOU 
PAY FOR IT? 


City Town Farm 
Less than $50 16% 27% 25% 
$50 to $100 45% 40% 49°" 
$101 to $200 27% 25 % 22%, 
More than $200 12% 8% 4° 


(Cities: more than 2,500 population. Towns: 
2,500 or less.) 
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THE COMPLETE LINE 


With Amana you are READY to cash in on a 
GREAT NEW APPLIANCE MARKET. The 
three modern AMANA FREEZERS fit the 
needs and pocketbooks of ALL USERS. GET 
FACTS on AMANA., It's a good name to be 

associated with. Write or wire, 








Refrigeration Division 


AMANA SOCIETY 


AMANA, IOWA 


Model 200 Freezer - Cooler 
A complete private Locker Plant. 
23 cu. ft. sha freezing capacity. 










































120 cu. ft. Cooler. 


Model 50 

5 CU. PT. CABINET. 
Accessible .. conven- 
ient . . counter - bal- 
anced lid. No waste 
space. 


Model 90 

9 CU. FT. CABINET. 
Full view counter- 
balanced top. Con- 
tents easily acces- 
sible. 100% usability 
of storage space. 








G-E UNIMETER eee 











HE UM.-4 is an invaluable instrument for service 
work. Not only is it useful in common radio and in- 
dustrial applications, but also for the higher voltages 
employed in cathode-ray tube work and the very high 
voltages encountered in television. Special jumbo prods 
are provided for protection on high voltage work. Two- 
tone scales permit quick and more accurate readings. 
Write: Electronics Department, General Electric, 
Schenectady 5, New York. 


Clectronic Measuring Instruments 


GENERAL @ ELECTRIC 


177-03 






















ST_ VALENTINE'S DAY AWARD—The Coolerator Co., Duluth, Minn., received the 
Army-Navy "E” award on St. Valentine's Day, W. F. Arndt, company president, (at 
right) and Eugene De Foe, president of Coolerator Local 1086 (second from left) 
accept the pennant and "E” pins from Col. August A. Busch, Jr., and Comm. J. A. 


Hartman who made the presentations. 








Montcomery, Ata.—W. T. Douglass 
announced the opening of the Douglass 
Radio & Electric Shop at 627 Madison 
Ave., recently, where he offers 20 
years experience in repairing radios 
and refrigerators. . 


GLENDALE, Ariz.—George W. Craw- 
ford and Lewis Morris have purchased 
the Banks Electric Co., electrical ap- 
pliance firm in Glendale, from E. L. 
Pedigo. 


De Wirr, Arx.—J. h. Trichell, who 
recently resigned from Arkansas 
Power & Light Co., has openci an 
electrical appliance and repair shop in 
the Lumsden Bldg. Mr. Trichell has 
the agency for General Electric appli- 
ances. 


Los ANGeLes, Cautr. — Birkel-Rich- 
ardson Co. plan to add major and 
small appliances to their line, remodel- 
ing the store front and entrance, and 
expanding the selling space on the 
second and third floors, according to 
W. E. Moffett, secretary. 


San Dreco, Cauir.—San Diego’s Ra- 
dio City branch store at 2348 El Cajon 
Blvd. is now owned and operated by 
Ray Gerner under his own name. 
Gerner was formerly a radio repair- 
man with Bill Zimmerman of Radio 
City. 

San Dieco, Catrr.—K. L. Gregory is 
the new owner of the Thor Shop, 3773 
30th St., San Diego. Gregory bought 
the business from H. N. Jones. 


Monroe, Ga.—Oliver Malcom, for- 
merly of Gadsden, Ala., has opened a 
refrigeration repai~ shop at 113 East 
Spring St., Monroe. 


Louisvitte, Ky.—Bourne & Bond, 
Inc., well-known ¢iectrical appliance 
firm of Louisville, has taken a long- 
term lease on a 3-stury brick structure 
there and will remodel it at a cost of 
about $50,000. ‘They contemplate a 
substantial expansion of their electrical 
appliance department. 


Martewoop, La.—C. L. Crochet and 
O. R. Frazier recently opened a new 
Dixie-Auto-Lee Store at Maplewood, 
La. Mr. Crochet said the new firm 


APRIL, 


will carry a line of appliances, radios 
and parts. 


Newsuryport, Mass. — Gilbert W. 
Plunkett, 145 Low St., has announced 
the opening of an electrical shop in 
the former Snow Filling Station, 
where he is prepared to repair elec- 
trical appliances such as coffee makers, 
toasters, etc. Plunkett was formerly 
with Davis Electric Co. 


Kansas City, Mo.—Crystal Products 
Co., Inc., 531 Scarritt Bldg. was re- 
cently incorporated to buy, sell, assem- 
ble, manufacture, deal in radio and 
electrical devices of all types including 
supply parts and accessories; 5,000 
shares, $10. par value, were authorized, 
and subscribed by John M. Ziegler, 
Mission, Kansas; M. J. Henderson, 
Jr., Robert L. Jackson, and Ronald 
Shankland, all of Kansas City, who 
comprise the directorate. 


Burrato, N. Y¥.—Frank Scatch, 769 
Main St. plans to open the Main-High 
Appliance Co., at 969 Main St. 


Cuartorte, N. C.—Piedmont Arma 
ture & Motor Rewinding Co. announ- 
ces the opening of a new motor repair 
service specializing in fans, vacuum 
cleaner motors and other small motors 
up to one-half hp. They will be lo- 
cated at 129 N. Brevard St. 


Cuarwotte, N. C.—Charter of incor- 
poration was recently granted to 
Southern Supply & Electric Co., to 
deal in electrical appliances; author- 
ized capital stock $100,000, subscribed 
stock $300, by H. C. Dockery, P. C. 
Whitlock and Edwin Wilson, all of 
Charlotte. 


CieveLtann, O.—Electronic Research 
& Mfg. Co., was recently incorporated ; 
200 shares, no par value common 
stock, was authorized; principals are 
George V Reilly, Harry B. Davis 
and David H. Jackson. 


CLEVELAND, O.—Francis Appliances, 
Inc., recently received certificates of 
incorporation; 200 shares, no par 
value; principals: Arthur J. Halle 
Alvin M. Nindis and Louis Kaufman 


Cotumsus, O.—Certificates of Incor- 
poration were recently granted to Ac- 
curate Appfiance Service, Inc. Au- 
thorized stock 250 shares, no par value 
Lawrence E. Dewees, Frances C 
Dewees, and Vona Corkwell are the 
principals. 
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IN WONDER LAND 













































Chis Ls Mp Aimerica 


by Maurice Maeterlinck 


...When they return home, the heroes will recall 
that wings are needed not for our bodies, but 
for our souls. They will understand the mean- 
ing of this war which they have won 

amid acclamations and gratitude. 

Every one of them has learned 

that his country is an inn on the 

border of the eternal roads of the ideal 

The heroes’ eyes have been opened... 











I’m That Country Parson’s Wife 





Mad Saya 


HITLER'S FAVORITE WOMAN SPY 


preached the word of God on other continents. 
A Jewish rabbi brought the ark, scroll and Talmud 
Torah of his faith, spoke humbly, beautifully, 
and convincingly. A Mormon youth from Utah 
spoke;a Japanese-American who pleaded for 
a chance to prove his loyalty to his 
birthland; a Chinese statesman, 
a Hawaiian... 
















P ° THIS [Ss 
by Mrs. A. Ritchie Low GETTING CURIOSER , , 
.»» What happens here in our little church, cont by Pe wes wrems.dite WHOS THE EDITO 
in Johnson, Vermont? A Catholic priest spoke at Fae Sued bes, Somme apereed, memes? J 
serch SGcmdeieandhenall, uth ox baad a tee the Mata Hari of World War II. 


She is cold, but clever and devilishly 
greedy for money. And she can 
make men love her.” 

“Her greed,” replied Hitler, “‘will 
be convenient for our purposes.” 

So Hitler summoned Mady. “I am 
interested only in what you can do 
for the Fatherland,” he told her. 


“AndI aminterested only in money.” 
They understood each other... 













WEVER MY VALENTINE 
by Gladys Martin 


Some Valentines are fragile things 
With frilly lace where Cupid sings 
And doves fly out on satin wings. 










My Valentine is a silver star, 
A banner flung in lands afar 
To save and keep the dreams that are. 


My Valentine is a lonely lad 
Stained with dust and khaki clad, 
Tall and brave as Galahad. 








by Nana Gollner 
Prima Ballerina, Ballet Theatre 


...“‘For infantile can and will be conquered 
—especially now when we’re all fighting 
it together. This is a day of miracles! 
Who should know it better than I? At 
four I had Infantile paralysis.”’... . 











"...Never Walk Again?” (2cesscer,. 




















Do you really know True 






Confessions? The sample 
here represents the character of True 
Confessions. The motto on the cover calls 
it “Your Magazine for a Better Life.” It is. 

There’s bigness in every issue —and 
that shouldn’t be news to you. 








TRUE CONFESSIONS 


Bought at newsstands by 2,000,000 women a month 
for the living service it gives. 
































Fawcett Publications, Inc., 1501 Broadway, New York 18, N. 
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ELECTRIC 


ELECTRICITY (= 


For Any Job—Anywhere an 


Reliable, economical electric service is 
yours anywhere, anytime with an Onan 
Electric Generating Plant. From the 65 basic 
models, the right plant for any job or appli- 
cation, large or small, can be selected. 


Driven by Onan built, 4cycle gasoline 
engines, these power plants are of single- 
unit, compact design and sturdy construc- 
tion. Suitable for all mobile, stationary or Model range from 350 to 
emergency service. 35,000 watts. A.C. types 
Medel showa bh trem WAC from 115 to 660 volts; 50, 
series 2 and 3-KW 60-cycle 60, 180 cycles, single or 
11S volt powered by woter 
cooled 2 cylinder Onan built three-phase; 400, 500, and 
.— 800 cycles, single phase; 
also special frequencies. 
D.C. types range from 6 
to 4000 volts. Dual volt- 
age types available. 


Write 


for engineering 
assistance or 
detailed literature 


3238 ROVYALSTON AVENUWE D. WwW. ONAN 
MINNEAPOLIS 5. MINNESOTA and SONS 


[ 
Mi 





as throughout the war, JUICE KING advertising is 
appearing in leading national magazines. Look for it 
in Good Housekeeping . . . Better Homes & Gardens 
. .. Ladies Home Journal. And plan now to merchan- 
dise JUICE KING, the finest home juicer, postwar . . 


| 
: —— 
NATIONAL DIE CASTING CO. 


Chicago 45, Ill. 








Orecon Crry, Ore.—The Electric Re- 
pair Service has opened at 911 Seventh 
St. Perry Darby is the owner. 


Oak Grove, Ore.—J. W. Davis Lum- 
ber Co. has doubled the size of their 
warehouse and retail yard and have 
opened an electrical supply department. 


Orecon City, Ore.—Estes Hardware 
& Electric Co. at 7th & Molalla Ave. 





now have a full line of electric supplies. | 


PortLAND, Ore.—Jess Gross, in addi- 


nance work, plans to open an elec- 
trical appliance store as part of his 
post-war program. He has announced 
plans for construction of his own 
building on the corner of Union Ave. 
and Jessup St. 





PortLAND, Ore.—Millar Cornell, now 
specializing in radio repair work is 
making plans to construct a 60x 100 
ft. building on the west side where he 
will operate a complete electrical ap- 
pliance business after the war. 


tion to his contracting and mainte- 


PortLanp, Ore.—A new electric shop | 


has been opened in Portland—the 
Moreland Service Co., 6038 S. E. Mil- 
waukee St. 


Greenvitte, Pa—N. M. Moss Co., 
one.of the oldest business houses in 
the Greenville territory, will continue 


its department store and enter the | 


electrical appliance field, Paul Moss, 
manager, said. The store will be re- 
modelled during the next few months. 


Cotumsia, S. C.—Electrical Equip- 
ment Supply Co., Inc., received a 
charter recently to deal in electrical 


equipment. The company is capitalized | 


at $25,000 and lists as officers B. M. 
Vise, president; L. K. Vise, vice- 


president, and B. W. Kirby, secretary- | 


treasurer. 


Greenvitte, S. C.—Downing Elec- | 


trical Appliance Co. was granted a 
charter recently to operate retail and 
wholesale electrical supply and equip- 
ment stores. Capital stock, $20,000; 
officers: E. C. Downing, president; 
Joe H. Britt, vice-president and treas- 
urer; J. P. Williamson, secretary. 


Greer, S. C—A charter was granted 
recently to Electric Service, Inc., to 
deal and service electric equipment, 
motors, accessories, etc. Capital stock, 
$3,000. Officers: E. I. Lathrop, presi- 
dent; Hubert P. Hendrix, vice presi- 
dent; Fred H. Parris, secretary and 
treasurer. 


SUMMERVILLE, S. C.—Ball-McIntosh 
& Co., Inc., received a charter recently 
to engage in selling electrical appli- 
ances and fixtures, and lists as officers 
W. Moultrie Ball, president; Philip H. 
McIntosh, vice-president ; Augusta Mc 
D. Ball, secretary; and Helen S. Mc- 
Intosh, treasurer; capitalized stock 
$6,000. 


Camas, Wasu.—Starting with a serv- 
ice shop, Gordon Gentry looks forward 
to opening a complete appliance store 
as soon as appliances are available. 
He will also specialize in wiring of all 
kinds and refrigeration service. 


Everett, Wasu.—Harry C. Belden 
has purchased the Fauver Electric Co. 
at 1723 Hewitt Ave., and will continue 
the business under the same name. Mr. 
Belden has been in the electrical field 
since 1923. 





' 





Smart, streamlined design. Three 
models. Six colors. Glass tumblers 
to match. Crushes cubes or lumps 
fine or coarse. Double bearings 
assure amazingly easy operation. 
Base construction prevents tipping 
or skidding. Plastic handle kaob 
matches base colors. The first 
mechanical finger ice crusher on 
the market, Ideal for chilled fruits, 
cold drinks, ice bags, ice cream, 
and many other uses. Belongs 


in every post-war housewares 





* 


MANUFACTURING COMPANY 
KANSAS CITY MISSOURI 
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The Farm Market of the 
GOLDEN CRESCENT 


sO 


be 
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is a bigger market 
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than metropolitan 


af DETROIT! 


IZE, ALONE, is only part of the story. For the three If you have a product you can sell to men and women of means 
million farm folks of The GOLDEN CRESCENT are who want to live better .. . here in The GOLDEN CRESCENT »* 
also ready, willing and able to buy the products of today is a huge market ready and waiting . . . and able to buy. Don’t 








... and tomorrow. overlook it! 
. The GOLDEN CRESCENT comprises one of the richest A. The Golden Crescent 
~ sectors of the great American farm market, stretching a RURALLY RICH—POLITICALLY POWERFUL 
: through the states of Michjgan, Ohio and Pennsylvania. 


Here a diversity of products and close proximity to large 
markets gives farmers a year-’round income. Through the 
past years, this income has risen sharply. And, with it, sav- 0 H I Tt] F A R M Ag R 
ings accounts have grown. And mortgages dwindled to an Citieland 

all-time low. 


Here, in postwar competition, is a sector that will richly M I 5 H I 6 A N F A R M E R 


reward sales effort. And here is a sector thoroughly covered Detroit 
by three farm papers which are welcomed, read and believed 

— OHIO FARMER, MICHIGAN FARMER and PENN- PENNSYLVANIA FARMER 
SYLVANIA FARMER. Here is excellent testing ground for 
your sales strategy —a great market, made up of people 
with money — and people eager to buy a diversity of prod- 
ucts thus far denied them by wartime conditions. 
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FOR EVERY MANSION... 




































WHEN you're selling Boston, forget 
the “Late George Apleys” and Beacon 
Hill! The overwhelming strength of the 
Boston market lies in the great mass of families 
with incomes of less than $5,000 yearly. They repre- 

sent over 92% of the 745,347 families in the entire 
area! They do 88% of the total retail buying! Here’s the rea/ 
Boston market... sell them and you sell Boston. The 
Record-American and Sunday Advertiser blanket this group 
as no other Boston paper can hope to. Yes, the Record- 
American gives you over 500,000 daily circulation... 
with nearly 75% of its impact concentrated directly on this 
great mass-buying group (with a like proportion 

of nearly 600,000 Sunday Advertisers). It’s the hardest 
hitting sales force in the entire Boston market . . . because 

it leads where sales are made! 





INS LZ BOSTON 
SELL THE “* MARKET OF THE MILLIONS...” 


REPRESENTED BY HEARST ADVERTISING SERVICE 












: coverage! 






HOW MASS -IVE IS THE ? 
BOSTON MASS MARKET? 


The population of the Boston 30- 
mile area is 2,890,204. This is 67% 
of the total population of Massa- 
chusetts and 34% of all of the entire 
New England population. Annual 
retail sales total $1,189,521,000, 
the highest per capita of any city 
in the United States. This is a 
market worth selling...the market 
dominated by the Boston Record- 
American and Sunday Advertiser 














RECORD-AMERICAN 





=e 
SUNDAY ADUERTISER 





APRIL, 








Karama, WasH.—Ed Hendrickson, 
appliance dealer in Kalama, Wash. 
has recently purchased a large brick 
building on Main St., which will be 
headquarters for his new appliance 
business post-war. In addition to a 
complete electric line, he plans to oper- 
ate a 200-unit refrigerator locker 
service. 


Tacoma, Wasu.—Broadway Electric 
Co., 2701 6th Ave., in the heart of war 
congested area, advise they are almost 
back to pre-war service on popular- 
priced lighting fixtures. 


Tacoma, WasH.—Broadway Electric 
Center have opened at 1117-19 Broad- 
way. They specialize in electric range 
elements. 


Tacoma, Wasn.—Sepci Electric Co. 
have opened at 17th and Tacoma Ave. 
Among their many services are parts 
and services for electric ranges. 


Mapison, Wi1s.—Wisconsin Electrical 
Appliance Co., recently filed papers of 
incorporation to buy, sell at retail and 
wholesale, electrical appliances. Incor- 
porators are William A. Walker, L. J. 
Henjum and Wm. J. P. Aberg. 


Westinghouse Announces 
New Electronics Division 


Official changes in names of two 
divisions of the Westinghouse Electric 
and Mfg. Co., to better describe their 
expanding functions now and postwar, 
have been announced by Walter 
Evans, Westinghouse vice president 
in charge of all company radio, radar 
and electronics activities. 

Involved in the changes are the 
former radio division, which.now be- 
comes the Industrial Electronics Di- 
vision, and the former Radio Receiver 
Division, which becomes the Home 
Radio Division. 

Each will continue under its present 
direction, according to Mr. Evans— 
C. J. Burnside, for the past three years 
manager of the Radio Division, will 
head Industrial Electronics; and 
Harold B. Donley, named manager of 
the Radio Receiver Division at its 
organization last year, will head the 
Home Radio unit. 

Annonnced at the same time was the 
removal of the Home Radio Division 
from temporary quarters in Baltimore 
to a permanent location in Sunbury, 
Pa. This is in keeping with plans an- 


nounced last year, Mr. Evans said, 


under which all post-war production 
of radio and television receivers wil! 
be coordinated in the Pennsylvania 
plant. 

The change in identification of the 
Home Radio Division, which ° will 
build and market radio and television 
receivers for homes after victory, was 
made, Mr. Evans said, to distinguish 
between this undertaking and work in 
the radio section of the Industria! 
Electronics Division which will con- 
tinue to build commercial transmitting 
and receving equipment for the radio 
industry. 
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WAYS BETTER 


HE TIME is coming, soon, we 

hope, when you can again stock 
Manning-Bowman’s attractive 
Twin-O-Matic Waffle Baker. That's 
why we're listing these five M-B sell- 
ing features now. They're going to 
mean More-Business for you in the 
days to come. We think you'll find 
these... 


5 M-B features worth remembering: 


* Two four-section, usual-size waffles 
at once! 

* Automatic control can be set for 
any degree of baking from light 
to dark. 

* Indicator shows when baker is hot 
enough for batter. 

* Deep baking grids insure thick, 
light waffles that will bake clear 
through. 

* Overflow batter trough on both 
grids. 

Thousands of housewives have been 

sold on Manning-Bowman, Twin-O- 

Matic Waffle Bakers they bought be- 

fore the war. And many of these 

women have told their friends about 
them, too. What a back-log of pros- 
pects for the Manning-Bowman line! 

For most folks will be shopping for 

the best in electrical appliances— 

and to most everybody Manning- 

Bowman means best! 


We're happy to report that our 
production is at present working full 
time on war equipment...for the war 
is everybody’s job. So, please be pa- 
tient until we can supply you again 
...and remember, there are profitable 
days ahead for you. Days you're go- 
ing to be glad you remembered that 
the best was worth waiting for and... 


Mianning- 
Bowman 
Mleans Best 


MERIDEN, CONNECTICUT 
BUY MORE BONDS—AND MORE! 
—_—— 
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Eureka Forms Jobbers 
Groups 


To help formulate more effective 
post-war marketing policies the Eu- 
reka Vacuum Cleaner Co. has estab- 
lished a distributor steering committee, 
George T. Stevens, vice president in 
charge of sales, announced recently. 

The committee, selected by the com- 
pany’s distributors, consists of three 
members, Raymond Rosen of the Ray- 
mond Rosen Co., Philadelphia, Joe 
Thiele of the Winslow Thiele Co., San 
Antonio, and A. J. Reid of the Cam- 
bria Equipment Co., Johnston, Pa. 
Meetings will be held at regular inter- 
vals and reports made to Eureka peri- 
odically. 

Functions of the Committee will be 
to counsel with the company on selling 
and merchandising policies, suggest 
ideas and make recommendations for 
promotional activities, and propose 
ways and means for meeting new dis- 
tribution problems which may arise 
when civilian production is resumed. 


New Goodyear 
Wringer Rolls 


Welcome news for housewives wor- 
ried about irreplaceable washing ma- 
chines, The Goodyear Tire & Rubber 
Co. announced recently white replace- 
ment and service wringer rolls that 
are actually superior to their prewar 
predecessors. 

In addition to the superiorities, ac- 
cording to W. C. Winings, manager 
of Goodyear’s Mechanical Goods Div. 
and W F Ong, wringer rolls depart- 
ment, Goodyear’s new white wringer 
rolls are within the same price range 
as prewar ones. 

An exclusive Goodyear process for 
super-bonding the rubber to the steel 
shaft of each wringer roll ensures 
longer lives for the rolls, with the rub- 
ber-to-shaft bonds actually outlasting 
the rubber itself, the Goodyear execu- 
tives said. Assuring resilience from 
the shafts to the surfaces of the new 
Goodyear wringer rolls, the same rub- 
ber compound is used for the entire 
roll. Goodyear’s new wringer rolls 
are being produced in all standard 
sizes with steel shafts long enough so 
that blank rolls can be cut to fit all 
washing machines. They are being 
distributed on a nationwide basis 
through a single company, the R & S 
Company of Milwaukee, Wis. 


American Home Panel 
Wants Ranges and Radios 


In the American Home Reader-Con- 
sumer Panel Report No. 8 containing 
a summary of homemakers’ opinions 
on 34 different questions, almost one 
homemaker in five said she would like 
to buy a new electric range now. 

More than two-thirds of the Panel 
members plan to buy some kind of 
radio or radio-phonograph after the 
war (including portable and pocket 
radios), and a large majority of these 
have their hearts set on a radio-phono- 
graph console model. 

Of the radios and radio-phonographs 
now owned, the largest percentage 
were purchased in radio stores, de- 
partment stores, electrical appliance 
stores and furniture stores—in that 
order. 

The panel is comprisec of 2100 sub- 
scribers covering all 48 states. 
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Makes light switch 


easy to see in dark 
Also serves 
as pilot 


ALWAYS ON I 


when room is dark 


ALWAYS OFF when lights are on! 


SAFETY - CONVENIENCE - NOVELTY 


A Fast-Selling Item of Universal Appeal 


A beautifully molded plastic switch plate featuring a tiny electric 
light that comes on automatically when room lights are turned out! 
Eliminates fumbling for switch in dark, ends fingermarking of walls. 
and produces soft, subdued “safety” glow that shows location of 
furniture and room walls. Also indicates when lights remote from 
switch (porch, basement, stairway) have been inadvertently left on. 
Operates for less than 2¢ per year! Works perfectly on 3- and 
4-way switch arrangements. Multiple-switch plate assemblies avail- 
able. Fits standard switch; very easy to install. Available NOW— 
order today for good delivery position. 

MERCHANDISE HELPS! Beautiful, full-color display 
cards, newspaper ad mats, envelope stuffers, photo 


prints and other sales - boosting materials provided. 
Write for samples! 


ASSOCinTED PROJECTS CO., 74 £. Long St., Columbus 15. Ohio 











LIST PRICE 
$100 























| 
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4A BEITER LIGH7... 
4 REPEAT SELLER/ 





WRITE DIRECT 
FOR FULL COLOR 
ILLUSTRATION OF 
MAGNIFICENT DISPLAY and DEAL “45” 


YOUR WHOLESALER HAS OR CAN GET THIS DEAL FOR YOU 
ome 

FINISHED IN NATURAL 
WOOD AND TRIMMED 
IN FOUR COLORS—THIS 
DISPLAY ADDS BEAUTY 
TO ALMOST ANY STORE 
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DO YOU WANT 


from MAINE to FLORIDA? 


Fi you have a new product to 
introduce, or, if you want addi- 
tional distribution NOW on the 
East coast, then you'll want to 
meet up with these efficient men 
of McAleer. They’re seasoned 
salesmen — who recognize prod- 
ict advantages, know market 
needs, and the outlets that serve 
them best. Let McAleer put your 
new appliance or houseware prod- 
uct into the best tested, turn- 


ver, markets. 


E. J. McAleer & Co, is one of 
Philadelphia’s largest distributors 
of nationally famous houseware 
products—including Pyrex oven- 
ware and the complete O-Cedar 
line. Our facilities enable us to 
establish quick contact with all 
major Eastern outlets. Inquire 
now for complete details. Your 
inquiry will be handled in con- 
fidence. 


f sy In peacetime, in addition 
to being a leading distrib- 
utor of nationally known 
housewares, E.J McAleer 
& Co. make metal kitch 

en cabinets, wall cabinets 
and wardrobes. 


McALEER 


AND COMPANY, INC. 
1422 N. Bth Street 
PHILA, 22, PA. 
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National Die Casting Co....... 180 
National Stamping & ° Electric 

EDS dn: 004 ckdacedote ses 168 
Nineteen Hundred Corporation. 57 
Noblitt-Sparks Industries, Inc.... 51 
Ohio Farmer ......... .. 18t 
Ohio Textile Specialty Co...... 187 
Olympic Radio & Television Div. 

of Hamilton Radio Corp..... 7! 
Onan & Sons, D. W............ 180 
Packard Electric Division, Gen- 

eral Motors Corp............ 92 
Pan American Coffee Bureau 175 
Paragon Utilities Corp. 144 
Parts, Service & Accessories 187 
Pearsol Appliance Corp......... 187 
Penn. deat ance Distributors.... 187 
Pennsylvania Farmer . 181 
Philco Corporation ............ 6 
Pioneer Gen-E-Motor Corp..... 168 
Portable Elevator Mfg. Co...... 185 











When I said 
ure”, I was talking about the 








GAROD RADIO 


The moral of this tale is that even if you're em 
thusiastic about postwar GAROD Radios, don't 
tell your tailor. Perhaps he’s never heard of the 
“extra measure” of GAROD planning, designing 
and construction. Perhaps he doesn’t know that 
they're priced to get you an “extra measure” of 
profit for every one you sell . . 
many. In any event, good fit or bad, you'll attract 
customers with GAROD, no matter what you weat. 


. and you'll sell 


Place your order now with 
your nearest GAROD distributor. 


ste 


GAROD G) RADIO 


€asv* 


2 WASHINGTON STREET BROOKLYN 


“extra meas. 











WRITE FOR 
CATALOG 








Cole Hot Blast Space Heaters 
have National Consumer Ac- 
ceptance, Finest Construction 
and Special New Patented 
Features. 


Economically and attractively 
priced to compete favorably 
with all space heaters on the 
market today. Write now for 
new catalog illustrated in full 
colors. 

Manufacturers of 


GAS —OIL—COAL—WOOD HEATERS 
GAS—OIL FIRED FLOOR FURNACES 











Cole Hot Blast 


Manu‘ acturing Company 


¥ STAREE 
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E’RE WAITING 
FOR THE.... 
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don't 
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The minute we get the “go 
ahead” from Uncle Sam, 
there'll be bright new USALITE 
ideas to tell you about. Until 
Victory, we'll have to keep you 
in the dark about the details. 

But we can tell you this 
much now. USALITE is thinking 
and planning postwar. 

As a result of fulfilling the 
vital needs of our fighting men 
USALITE has made tremendous 
strides in perfecting its “know- 
how” and facilities. You'll dis- 
cover this yourself when 
USALITE comes for- 
ward with its line 
of after-the-war 
flashlights and bat- 
teries. It will be a 
line with the same 
old USALITE de- 
pendability, to be 
sure, but with new 
USALITE originality. 


w cat, 


' 
ss 























BUY WAR BONDS 















Flashlights & Batteries 


UNITED STATES ELECTRIC MFG. CORP. Factory and 
Exec. Off.: New York 11, N.Y. Branch Off.: Chicago 7, Ill. 








| 


ELECTRICAL MERCHANDISING—APRIL, 











APRIL. 1945 


Premier Division, Electric Vacuum 


Cleaner Co., Inc 44 
Proctor Electric Co., Div. of 

Proctor & Schwartz, Inc...... 46 
Queen Stove Works, Inc .. .84, 85 
Radio Corp. of America, RCA 


Victor Div. 13 
Railway Express Agency, Air Ex- 


press Division .............. 130 
Raytheon Mfaq. Co 157 
Red Jacket Mfq. Co 80 
Re-New Sweeper Co............ 187 
Rheem Mfg. Co. 154 
Rival Mfg. Co. 180 
Robertshaw Thermostat Co...... 158 
Samson United Corp. 93 
Searchlight Section 186, 187 
Sentinel Radio Corp........... 119 
Sessions Clock Company....... 142 
Seth Thomas Clocks Div. of Gen- 

eral Time Instruments Corp... 133 
Signal Electric Mfg. Co........ 138 
Gils Bas Petia... .ccccccecs 62 


Smith Corporation, A. O. 66, 114 
Sonora Radio & Television Corp. 42 


Sparks-Withington Co., The.... 38 
Sperti Incorporated ........... 164 
Stewart-Warner Corp. ......... 143 
Stromberg-Carlson ............ 49 
Successful Farming ........... 149 
Sylvania Electric Products Inc.... 17 


Tennessee Valley Associated Mar- 
keters ... 146 

Timken Silent Automatic Div. of 
The Timken-Detroit Axle Co.. 10 

Trav-Ler Karenola Radio & Tele- 


AEE RE eee ice 163 
True Confessions -JaA 179 
Tuttle & Kift, Inc. . ee re 
U. S. Electric Mfa. Corp. .. 185 


United Vacuum & Appliance Co. 187 


Utility Appliance Corp......... 140 
ae eres 176 
Verd-A-Ray Corp. ... ... 183 
Victor Electric Products, Inc.... 78 
Voss Bros. Mfg. Co ee 
Warren Telechron Co.......... 50 
Warwick Mfg. Corp........... 139 
Washer Sales & Service Co..... 187 
Waverly Tool Co .98, 99 


Webster Chicago, Electronics Div. 132 
Webster Blecivic .............. 156 
Westinghouse Elec. & Mfg. Co. .94, 95 
Westinghouse Elec. & Mfg. Co., 


alc cag ks te die 121 
Were Cie. Ves oi vsesed. 187 
Wiegand Co., Edwin L......... 106 
Woman's Home Companion... .. 167 
Wynar Parts & Service Co...... 187 
Youngstown Kitchens, Div. of 

Mullins Mfg. Corp........... 107 
Zenith Radio Corp............. i 

u 
SEARCHLIGHT SECTION 
(Classified Advertising) 
POSITIONS VACANT ......... 186 
SELLING OPPORTUNITIES .... 186 
DISPLAY ADVERTISERS ....... 186 

Lynn Dickerson, Associates.... 186 

ee a. PE Te eee 186 

Timken-Detroit Axle Co.,..... 186 
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How big will the home freezer market be? The indus- 
try believes about one million units will be sold the 
first year after victory. Freez-All advance consumer 
advertising, just breaking, has already brought many 
thousands of mailed inquiries. Any personal survey 
you care to make will be amazing proof of the size of 
this great ready made market. A lot of men are going 
to make a lot of money on home freezers . . . and on 
Freez- All home freezers in particular. Let us send you 

1 are now being franchised, 


4 
* ez-aul VE 





so please write today. 


FREEZ-ALL DIVISION 
Portable Elevator Mfg. Co. 


Dept. T-25 Bloomington, Illinois 
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BEN-HUR 
FARM AND HOME 
FREEZERS 





A Post-War Dream 
that will Come True for 
BEN-HUR Dealers 


THE NEW BEN-HUR Farm & Home Freezer is no dream—it has been fully 
proved and tested under every operating condition—ready to open a tremendous 
sales and profit opportunity for you. Market research shows that the post-war 
home freezer demand will require over 500,000 units a year! 

A COMPLETE LINE—to meet every consumer need, will be available to you 


in the new BEN-HUR Farm and Home Freezers. Begin NOW to plan serving 
this great pent-up demand for home freezing and storage 


Get In On The Ground Floor by writing BEN-HUR today regard- 
ing distributorships available. 


BEN-HUR MANUFACTURING CO. 
534 EAST KEEFE AVENUE © MILWAUKEE 12, WIS. 


FARM LOCKER PLANTS 
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[CLASSIFIED 


SEARCHLIGHT SECTION 


ADVERTISIN 6] 


DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions 


DISPLAYED INDIVIDUAL SPACES with border 


OPPORTUNITIES: SELLING . . . EMPLOYMENT . . . MERCHANDISE . . . BUSINESS 


RATES: UNDISPLAYED 15 Cents a Word Minimum Charge 
$3.00. POSITIONS WANTED (full or part time 
salaried employment only) % the above rates pay- 
able in advance. 


vertising appearing on othe than contract basis. 
Contract rates quo ® on request. 


AN ADVERTISING INCH is measured %” ver- 
column—4 columns—48 








rules for prominent display of advertisements. — — for new sw a 

BOX NUMBERS—Care of publication New York. ; appear in May iesue, subject 60 space b 
Chicago or San Francisco Offices count as 10 words The advertising rate is $8.00 per inch for all ad- limitations 

—— 


























With successful chain store 
buying experience as well as 
proved ability in supervising 
other buyers is needed by na- 
tional chain selling a modified 


WANTED 


EXECUTIVE BUYER 


group of hard line merchandise 
including major electrical ap- 
pliances and radios. Post war 
expansion program now under 
way. 


Furnish complete details to 


P-739, Electrical Merchandising 
North Michigan Ave., Chicago 11, Ill. 





We have openings for several high 
grade men to serve as District Sales 
Managers for new territories and to 
handle new products in many of our 
well established territories. Successful 
applicants must be between 30 and 
40 years old. aggressive, ambitious, 
have a good working knowledge of 
heating and be experienced in dealer's 
sales work or sales promotion. Top 
pay. Excellent chance for advance- 
ment in a steady, rapidly expanding 


100 Clark Avenue 


DISTRICT SALES MANAGERS 


WANTED 


if you can accept responsi- 
bility. are free to travel, and have the 
knack of working with dealers. in 
answering. give full details, age. ex- 
perience, education. and enclose photo. 
Te us frankly what your present situ- 
ation is, whether you will be availab’ 
now or only after the war. We are 
desirous of securing several high grade 
men now and»of lining up otherr who 
will be available later. 


Write T. A. Crawford, General Sales Manager 
Timken Silent Automatic Division 


THE TIMKEN-DETROIT AXLE COMPANY 


Detroit 32, Michigan 























Address 


330 W. 42nd St., 


Prominent Electrical Manufacturer 
Seeks Permanent Wholesalers Salesmen 


A manufacturer of nationally known, high quality, electrical products 
will add a number of men to its sales organization—permanent sal- 
aried positions—not commissioned jobs. Must have basic electrical 
knowledge either by <a or education but not necessarily elec- 
trical engineering graduates. Should be capable of group selling, 
addressing 10 to 100 people. Preference to men with moh 

ability and field knowledge of wholesalers’ business. Products to se 
will include Safety Switches, Panelboards and Motor Control to Whole- 
salers. Will be given ample product training and will be assisted by 
promotional programs. State age, experience, salary expected and all 
pertinent personal information to expedite personal interviews. 


a 


SW-733, Electrical Merchandising 
New York 18, N. Y 

























by aggressive concern of manufacturers’ represen- 
tatives, with headquarters at Houston, Texas. The 
area we cover offers perhaps the greatest sales 
potential of any other similar territory within the 
nation. Texas is industrializing. Texas is the land 
6 the land of permanent and large 
rt is; the-oll capital of the world, and Hous- 
ton is the financial and trade center of it all 
Our concern is an accredited representative of 
a large and well-known firm of Radic manu- 


329 M & M Building, 





Range, Stove and Home Laundry Equipment Lines 
WANTED 


facturers and other lines. We are, at this time, 

in a position to handie the additional tines 

as indicated. We have an established Le 

particularly in the better and larger de 

a We are willing to carry a stock ventory 
nd even handle ouur own billing. A 





POSITION VACANT 


WANTED: DESIGNING Engineer — For de- 

velopment and layout work of electrical and 
mechanical household appliances. Applicant 
must have experience in this type of work. 
This is a permanent position with a well 
known New England concern. State age, mar- 
tial status, education and experience in reply. 
P-741, Electrical Merchandising, 330 W. 42nd 
St., New York 18, Y. 


REPRESENTATIVES AVAILABLE 


MANUFACTURERS ATTENTION: Drop 
shipment jobber well rated, located mid- 











west with live national sales organization 
desires items to sell furniture, hardware, toy, 
juvenile furniture and department store 
trade. Correspondence invited. RA-724, Elec- 
trical Merchandising, 520 N. Michigan Ave., 
Chicago 11, IIL 





MANUFACTURERS REPRESENTATIVE — 

An organization covering the Pacific North- 
west desires additional lines appliances or 
equipment. RA-725, Electrical Merchandising, 
68 Post Street, San Francisco 4, Cal, 





PACIFIC COAST Representation. A firm con- 

sisting of three partners who possess exten- 
sive business and merchandising experience 
on the Pacific Coast, particularly in the San 
Francisco area, is desirous of contacting man- 
ufacturers who contemplate renewing or es- 
tablishing agencies on the Pacific Coast. 
Satisfactory references can be furnished. 
Write King, Shea, & Poston, 604 Mission St., 
San Francisco 5, California, 





WANTED to contact manufacturers of mo- 

tors, hoses, plugs, cord and attachments 
for the post-war Milwaukee tank type cleaner, 
to have the time-tested features of Electro- 
lux and retail at $39.50 through neighborhood 
dealers only; with as Many parts as possible 
=) ow with Electrolux for neighbor- 
hood repair urposes. RA-735, Electrical 
Merchantisins. 520 N. Michigan Ave., Chi- 
cago 11, 1. 





WANTED 


By a centrally located elec- 
tric light and power company 


Men to fill postwar positions in our 
Sales Organization. We need: 
Assistants to 
Division Sales Managers 
Supervisors 
Pius Several Top Notch Salesmen, 
Including 
Men Who Can Specialize in Selling: 
Commercial Cooking 
Air Conditioning 
Industrial Heating 


ao pat 50 to < 2 op Sa = 
irable. In letter give complete in- 


a LF training, ° 
names of former employers, aoe 
ployed J each, a to —, for ref- 


ts, salary 
expected. tow soon available. Send pic- 





eee, Electrical Merchandising 
520 North Michigan Ave., Chicago 11, Lil. 
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Large Eastern independent oi] mar- 
keter is interested in distributorship 
for substantial lines of merchandise 
which may or may not be allied with 
the petroleum industry. Willing to or- 
ganize new departments if necessary. 


RBRA-738, Electrical Meschontimas 
330 West 42nd St.. New York 18, N. Y. 








basis is desired. Competent sales eogeneeae to 
back us up. We are rated in Dun & 
and in excellent financial condition. Replies t to 


LYNN DICKERSON, ASSOCIATES 


Houston 2, Texas 





MANUFACTURERS, How about the deep 

South? Manufacturers representative 
wants good lines to sell wholesalers or de- 
partment and large retailers in Louisiana, 
Mississippi, Alabama, North Florida, South 
Georgia. Exclusive representation on straight 
commission basis. Give all details first letter. 
RA-742, Electrical Merchandising, 330 W. 
42nd St., New York 18, N. Y. 
















RUSSELL & COMPANY 


MANUFACTURERS REPRESENTATIVES 


i 


; 


OFFICE AND SHOWROOMS 
WESTERN MERCHANDISE MART 
1355 Market St + San Francisco 3, Calif. 
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Electrical Appliance Lines 
For New Jersey or the East 
WANTED BY DISTRIBUTOR 


Our > years’ experience in merchandis- 
ing of kindred lines, coupled with our 
wide-cwake sales force and warehous- 
ing facilities, enables us to do justice 
to the promotion of such a line. 

We will consider an unknown 

product; we will make it well. 

and our distributorship lasting. 


Tsonal interview can be ed 
Ar references exchanged = 


RA-736, Electrical ieerchelsditiind 
330 West 42nd St., New York 18, N. Y. 

















LINES WANTED: A sales organization cov- 

ering Louisiana, Mississippi and will cover 
Jarger territory if necessary. Wishes to rep- 
resent the manufacturers of electrical appli- 
ances, refrigerators, washers, ironers, vac- 
uum swpeers, deep freeze, air conditioning, 
radios, gas appliances and small hardware. 
Electrical and mechanical engineer also 
prominent sales executive ready to take over 
this new department. Ample warehouse 
space; also display rooms. Will open in any 
other towns if necessary. Tom. L. Ketchings 
Company, Natchez, Miss. 








Sales Executive Desires Position 


ce includes over years sales and sales 
promotion with thre largest washer man ufacturers. 
Cornell University. 





ing Now 
Employment Manager and Assistant Personnel 
Manager . large Eastern Manufacturer. Avail- 
able about — AL st. Prefers Eastern States loca- 
tion, will consider elsewhere. 














SA-737, Electrical ey 
330 West 42nd Street. New York 18, N. Y. 


Over 23,000 Other Subscribers 
te Electrical Merchandising 


are associated with the merchan- 
dising of electrical appliances. 
Their interest covers every phase 
of this business ranging from 
management, sales or servicing 
employment to investment op- 
portunities associated with the 
establishing of new businesses, 
partnerships, products, etc. If 
you have an employment or busi- 
ness opportunity to offer these 
men you can do so effectively and 
at small cost through thts 
“Searchligh®” advertising. 
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Discount of 10% if full payment is made 


WHERE To Buy 


Parts, Services & Accessories 


UNDISPLAYED RATE: 


$1.00 per line per insertion. Minimum charge $4.00. (First line in small black face 
type.) Fractions of a line count as line. 
in advance for 4 consecutive insertions of undisylayed ads. 


DISPLAYED RATE: 


$12.50 per inch per insertion. Contract rate on request. 


(An advertising inch is 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 

















washer repair 











#218-R, 1%” round hole for Speed Queen 
Automatic, — Haag, Laundry Queen, Prima and others. $9. 25 
ae 


PEARSOL APPLIANCE ‘CORP. 


. 2122 EUCLID AVE., CLEVELAND 15, OHIO 
> Washing Machine and Vacuum Cleaner Parts 


PIN EXTRACTOR TOOL 


With this tool you can remove pins both taper and straight from 
95% of all the makes of washing machines. 

One of the greatest time saving tools ever developed for the 
men. 


=218-S, 1%” square hole for M 
Blackstone, Boss, Dexter, Meadows, 


. Barton, American Beauty, Bee Vac, 

ne Minute and others. 0 
Dealer's . 
net price 


1900, Kenmore, Fauitiess, A.B.C., 








WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


Aerobell —Boss—Gainaday—Laundry Queen 
Sunnysuds—Woodrow and Thirty Other Makes 


WRINGER ROLLS—LUBRICANTS—BELTS 


We have a PARTS JOBBER near you 


Address on request 


ferR Ay 


CANTON 6, OHIO 








Original parts for following washers: 
ABC, Apex, Automatic. American 
Beauty, Barton, Boss. Blackstone, Coro- 
nado, Crosley. Dexter. G.E., Horton, 
Hotpoint, Kelvinator, Kenmore, Maytag, 
Meadows, 1900, Norge. One Minute, 
Speed Queen, Thor, Universal, Voss. 


Order by original part number or mail 
in old part for sample. Give name and 
model number of washer. 


Finch’s Washer Parts Co. 


432 South Division Avenue 
Grand Rapids, 3, Michigan 












Now.... 


GENUINE PARTS 


WASHERS and CLEANERS 
FROM ONE SOURCE 


Write for latest list which shows 

makes handled and discounts from 

published list prices. 

BROCKWELL ELECTRIC CO. 
Ports Exctasively 





106 E. * ‘St. Chester, Pa. 








NO MATTER HOW 
YOU LOOK AT IT! 


THIS NEW 
= B. F. GOODRICH 
WHITE WRINGER ROLL 
HAS EVERYTHING THE 
REPLACEMENT BUSI- 
NESS REQUIRES. 


WHITE! sg,vnunor® 
TIGHT! "3,sK4e" 
RIGHT! Wrinetr 
Long wearing, trouble free 


service and perfect satisfac- 
tion cssured. 


For more money in your 
pocket and more satisfied 
customers, write us about 
full particulars on open 


territory and our 
—_ low price 
WYNAR | 





155 STATE ST. 
ROCHESTER4, N.Y. 








FREE' 68 PAGE CATALOG OF 
VACUUM CLEANER PARTS 


@ COMPLETE REBUILDING 
@ PROMPT REPAIR SERVICE 
@ EXCELLENT STOCK OF HARD 














Repair your own 
NOW ELECTRICAL APPLIANCES 
with CHANITE Self-Weidin ELECTRICAL 
HEATING ELEMENT fex. us ameunt, 
instructions enclosed. $1 















PANY 
ert Worth 4, Texas 











MILLIONS of IRONS NEED REPAIRS 
IRONS ‘eeurr WHOLESALE 
Send them to us to- 
day. We will bill at 
“scenpt less 


Service 
A0% sits; ea Wet 
KELLY neadas ess 
BEST NICHROME, MOKED om soe POR 
DOVER ETC.—STAND UP. 
ESSEX IRON SHOP 


172 WASHINGTON ST., NEWARK 2, WN. J. 



















TKs and Chromalox heat units, switches 
and parts for all standard makes of 
electric ranges. 


Finch’s Washer Parts Co. 


432 S. Division Ave. 
Grand Rapids 3, Mich. 




















SPECIALTIES 
Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Board Pads 


and covers, washing and ironer covers. ou 


Tex’ tile Specialty Co., W. 54th, Cleveland, 





NEW ADVERTISEMENTS 





Received by April 19 will appear in the May 


ue subject to space limitations, 





NGER RO 


Sooe Kiet S 


CUSHION 
ALL sizes FO FOR IMMEDIATE DELIVERY 
ETE LINE OF WASHER PARTS 
AMERICAN ELECTRIC WASHER CO. 
1766 E. 55th STREET CLEVELAND, OHIO 






WASHER PARTS 


Carried In Stock For 


A.B.C.—A. Beauty-Apex-Automatic-Barton-Beevac-Blackstone- 
Boss - Cass - Conlon - Crosley - Duchess - Easy - Faultless - 
Gainaday - G.E. - Haag - Horton - Hot Point - Kelvinator - 
Kenmore - Magnetic - Meadows - National -Newton Maid - 1900 
Whirlpool - Norge - One Minute - Maytag - Speed Queen - Thor- 
Westinghouse - Woodrow - Zenith - Universal - Voss. 


24 HOUR SERVICE 


A.B.C., EASY, BEEVAC, AUTOMATIC GYRATORS RESPLINED 
$2.50 EACH. 


WASHER SALES & SERVICE CO. 


10 Federal St., N. S. Pittsburgh 12, Penna. 
Distributor for ALL Leading Mfrs. 


VACUUM CLEANER ARMATURES! 


and small appliance armatures 


..- ARE PRECISION RECONSTRUCTED and DYNAMICALLY 
BALANCED—by the “WILSON” method. 


Immediate delivery on an exchange basis of all popular makes. 
Others rebuilt like new and guaranteed. Prompt service! 


Net cost from $2.64 and up. 
WRITE FOR ARMATURE PRICE LIST! 


ARMATURE GROWLERS 


Two coil testers made of electric steel . . 











$6.95 


. to test for shorts. 


PENN APPLIANCE DISTRIBUTORS 


126 S. 2nd ST. HARRISBURG, PA. 
(One of Pennsylvania's largest vacuum cleaner 
supply houses.) References: Dun and Bradstreet 











ONE SOURCE OF SUPPLY 
Our 1532-page 
FREE Catalo of FREE 1913 Washingtee Ave., Houston 10, Tex. 
Washing Machine & Vacuum Cleaner Parts. 41@ Marquette, Minneapolis |, Mina. 
Save by ordering all your supplies Goodrich White Wringer Rolls for all makes 
from one WASHER & CLEANER PARTS 


le source 
“Qual > Service, Loe Low Prices 


He) a) a G3 gh 




















MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicegeo 22, Ill. 


Vacuum & APPLIANCE co 
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WASHINGTON LETTER 





H d di var pro- 
L luction which followed the failure 
a aed a: @ D r last fall has 
in supplies 
g¢ number 
this vear if the 


(germans ntinus n the war. 


nd will t an increas! 


Basic Materials Harder Hit 


Under the program now mapped 
according to a high government 
ficial, everything requiring basic 
aterials, particularly steel or lead, 
stands to be hit harder and harder the 
longer the Germans continue in the 


war, necessitating production on these 
schedules. The 1945 production job, 
it was pointed out, aims at war produc- 
tion valued at $66,000,000,000, an in- 
crease of $2,300,000,000 over that of 
1944, and much of it on products which 
require appreciably more man-hours 

the equivalent dollar 
ucts in last year’s produc. 

The 1945 program was 

s official as “far more 
lificult than anvthing we have ever 
attempted before.” 

The production picture was des- 
cribed as having changed markedly 
from that of several months ago, when 
the pressure oncentrated on a few 
critical programs and when it 
reasoned that the pressure could be re- 
lieve by digging heavily into 
inventories and stockpiles so long as 


labor than 
Value of pror 
tion schedul: 


lescribed by 


was 


1 safely 


the programs were brought up to par. 
This course w followed and the 
critically-neede material was pro- 


duced, but ir ng it, “The basic econ- 
omy was stripped bare.” 


he present situation thus finds mili- 


tary requirements biting into civilian 
production of such items as work 
clothes and gloves, some children’s 


clothes, heavy underwear, shoes, tires 
nd repair parts of all kinds. 


Plane Substitutions 


Adding to the complexity of the 
heduled 1945 war production pro 
gram are such tasks as the substitution 


of B-29 aircraft for B-17s on several 


production lines and a rather extensive 

e-engineering” of radar production 
Jet planes, al vhose problems are 
by no means ed, must be perfected 
to the point at which they can be 
] into the European war if it 
goes on much longer. These and other 


lar problems are complicating war 
production, which must be raised 10 
rent between now and June. 

Effect of the necessary increases in 
wat is to distract the whole 
s of war production, including such 
ostensibly unrelated items as textiles 
and lumber as well as metals. While 


nr iction 
produ 10nh 


increased goals must be met, less men 
are available than during the 1943 and 
1944 production peaks. Steel, under 
the impact of the heavy artillery am- 
munition program and others, is now 
ritical as it ever was. Lead stock- 
piles are termed perilously low, but a 
recent Army-Navy demand that they 


as 
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sink no lower had to be rejected when 
WPB was warned that civilian trans- 
port would be staggered if more than 
one-third of the existing stockpile was 
not made available for automobile bat- 
and gasoline. The growing 
lumber and textile shortages, in the 
opinion of one well-informed WPB 
official, may cause even greater civilian 
difficulty than steel or lead if the situa- 
tion runs too long without relief. Man- 
power, of course, is the answer to each 
of these shortages, but the answer to 
the manpower shortage has not yet de- 
veloped on any great scale. 


teries 


Reconversion Plans 


While WPB is unwilling to set 4 
date for the end of the German war 
and shape its plans toward such a date 
until the Army and the Navy says it 
is safe to do so, WPB is hardly unpre- 
pared for whatever reconversion will 
come at that time. The latest Army 
figures on V-E Day production cuts 
indicate that, although they will be 
smaller and more gradual than those 
projected last summer and fall, they 
will allow sufficient reconversion “to 
get us a little ready for the end of all 
war.” Plans and administrative 
machinery for reconversion have not 
been completely buried, even though 
Washington policy for the past three 
months has been not to discuss the 
matter. Those plans which were avail- 
able last fall are being brought up to 
date and the needs of various indus- 
tries are being catalogued. 

As now planned, the first recon- 
version step will be to provide the 
basic necessities of those industries 
which employ numerous people and 
whose production entails considerable 
time lag. The next step, and perhaps 
one of equal importance, will be to 
provide those civilian goods which 
have been unobtainable for some years 
and which are regarded as necessities 
for modern living. The construction 
industry will have to have its pipeline 


filled. All of these steps, directly or 
indirectly, favor the electric utility 
industry. 


The last thing WPB officials are 
worrying about when V-E Day ar- 
rives is unemployment. The “aggre- 
gate demands” of foreign and domestic 
purchasers, it is believed, are so great 
that all people who want jobs can be 
kept working as long as Japan re- 
mains at war. 


Win Army-Navy "E's 


Army-Navy “E” Awarps were re- 
cently granted to the following com- 
panies: Black & Decker Mfg. Co., 
Towson, Md., which now has three 
stars on their “E” pennant; and the 
Philco Corp. plants in Philadelphia, 
and the Simplex Radio Div. of Philco 
in Sandusky, O., which have 4 white 
stars on their pennant. 
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Common Sense 6n Dealerships 


Ready for Post-War . . . The Automatic Electric 
Blanket By Lansdell Afderson 
A survey of 80 users of the electric blanket reveals unanimous praise 


Business Girls and Small Apartments 8y Tom F. Blackburn 


The market possibilities for appliances has not been studied in these 
classifications—each will be important after the war 


New Fabrics will Pose New Questions to Washer 
sl oe. ee eee 
Changes in garment business will affect the laundry problem 


Is Electric House Heating Next? By Clotilde Grunsky 


Experiments are under way in Spokane and Portland which may open 
up new possibilities in the electric house heating field in the Pacific 
Northwest after the war 


Philadelphia Story . . . . The Banks Promote Home 
Modernization By Laurence Wray 


Leading Philadelphia banks are cooperating with the Electrical Asso- 
ciation in a campaign to promote home modernizing, adequate wiring 
and eventually appliances 


Records Shoulder the Load.........................0005 


J. H. Troup, Jr., of Lancaster and Harrisburg, Pa., increased his disc 
sales above $100,000 mark when refrigerators and radios hit the skids 
during the war. 


By L. E. Moffatt | 


20 


24 


28 


30 


A Symposium of Dealer Opinion on Post-war Appli- 
ance Service 


Twenty successful operators discuss four general plans go¥erning the 
post-war repair policies under which they operate 


32 


Servicing Hamilton-Beach Mixers 4 


48-Hour Cleaner Service....... 2... .....ccccccccececceeee 


Vineyard & O'Neal Appliance Co., Atlanta, have made a specialty of 
fast service on vacuum cleaner repairs to help customers in wartime 


83 


Three Meals a Day By Anna A. Noone 45 


Good Housekeeping Consumers’ Panel reports on the range and cook- 
ing habits of the American homemaker 


A Distributor's Slant on the Prospects for Radio. . ... 
Gus Nelson of Oklahoma City is going after radio business after the 


war 


47 
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